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BROWN © #594 ADMIRAL BLUE © #500 BLACK © #3366 AVOCADO + 
Philadelphia 31, Pa 
3330 COFFEE FROST © 43390 BENEDICTINE * #4330 COFFEE LUSTER 


E. HUBSCHMAN & SONS, INC. - PHILADELPHIA 23, PA. 





LOO K Ww H O L L America’s new TV stars, 
PUT THE ce, Catenin, ot 


personally speaking for 


e Robin Hood Retailers 
everywhere. 

When Robin Hood's new TV Western takes 

© the air in August, the announcers can take 


a back seat. Because Buffalo Bill Jr. and 


Calamity themselves will be telling mil- 
R f A N DD lions of your prospects to wear Robin Hood 
shoes—even to look for your store in the 


O N t ! ' * [ EF I V phone book—to look for the Robin Hood 


name in the shoe, That means plenty of 


sales for Robin Hood Retailers! Find out 
f A a D N aa Pes how to get your share. Write, wire, or call 


us now. 


Brown Shoe Company 


. Makers of: Air Step * Buster Brown + Official Boy Scout Shoes 
eee Girt Scout Shoes « Life Stride + Naturalizer * Pedwin + Propr-Bilt 
Risqué + Robin Hood + Roblee + Westport 
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NEOPRENE SOLES 


add flexibility and extra-long wear 
to rugged safety shoes 


by 


Courtesy: 
Record Industrial Company 
|Philadelphia, Penna. 


With their steel toes and storm welting, these sturdy Only neoprene offers this balanced 
safety shoes are ready to work on any job, in any weather. —_—_—_—_— 


Even if the job involves exposure to chemicals, there’s combination of properties 
ample protection in the silicone*-tanned uppers and cor- 
rosion-resistant neoprene soles. No service is too tough for for work and safety-shoe soles 
these easy-flexing, durable soles! 

Neoprene soles withstand hard scuffing and abrasion on 
construction jobs . . . refuse to chip or crack. In machine 
shops, their resistance to oil, grease and solvents assures 
long wear. Heat won’t cause them to soften—that neat 
sole profile is there to stay. And the resilience of neoprene Resistance to abrasion, chipping 
soles makes comfort one of your best sales points. Resistance to acids, chemicals 

It’s easy to see why neoprene helps solve the problem of Resistance to heat 
designing shoes that wear longer, feel better and sell faster. 

That’s why you’ll find soles of Du Pont neoprene on to- SEND POR FREE BOOKLET 
day’s finest work and safety shoes. 

*Silicone-treated leather stops water, chemicals, oil, bleach and caustic absorption 





Resistance to oils, greases 
Resistance to flex cracking—even at freezing 
temperatures 


E. I. du Pont de Nemours & Co. (Ine.) 
Elastomers Division, BS-7, Wilmington 98, Del 


Please send me your booklet which contains information 


Wi & | about neoprene soles descriptions of neoprene’s unusual 
| properties and superior qualities 
| 
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30 days 
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FEMINA 


Black Suede, Black Kid 
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SHOCKING 
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‘hoemaking. In 
r of box toes for every man, 
’ States. From such extensive know-how 
materials designed to anticipate and keep 
facturer’s needs, Whatever your personal 
box toe problem may be, Beckwith offers you dependable, unsur- 


ITH in the past half century has engineere 
6 BILLION pairs of box toe 





and produced 
s for the shoe industry. Always in 


anguard of box toe development and improvement, Beckwith has 
devised processes and mechanical equipment which have sharply 


jncreased prod 
of a pat 


toes in a host of styles and 


well ahead of the shoe manu 


passed service. 





WPA CTURING 


uction and brought new economies to the art of 
1954 alone Beckwith plants turned out the equivalent 


Arden. 


Victory Pla 


woman and child in the United 
and experience have come box 












er 
LT 


Rayshine Co SUBSIDIARIES AND aGewy 
Beckwith tig nee Laboratories P s: 
Beckwith rit * ol of Wisconsin A 
istics Co., Hudse, ’ lid, Sherbrooke, p ilwoukee) 
Sofety — Mass, « Felt Pr » *. Q,, Conede 
AGENTS, x Toe ocess Co 


C m 
Wh Sabmon Coagl te et 
y, St. , 


os Watertown, Mass 


Y, Boston, Mass 


Deilinge 
The Geo, Age Ce., Reading, Pen louis, Missouri 
Factory Supel Pringmeier Co., nsylvania 


jes, Inc, Cincinnati, Ohio 


Mi 
ENS. ilwoukee, Wisconsin. 


Company Dover, N - 
, Ne ‘amp 


S$: hhe 


B 
cot and Shoe Recorder 









Will they Kill your repeat business in cushioned footwear? 












FRICTION POOR AERATION SIDEWALK-POUND 





HUMIDITY 





They can’t even touch it— 
if you read and act: 


The fatal five, above, have murdered much rubber cushioning so designed. 
repeat business in cushioned footwear. 












That explains why the foremost footwear 
Naturally — for only a cushioning designed manufacturers are switching to AIRFOOT— 







specifically for footwear can give top com- and why forward-looking retailers (per- 
fort, proper support — and cope with the haps including you) are demanding it in 
problems peculiar to footwear. their new lines. 





Airfoot by Goodyear is the only foam Goodyear, Airfoam Dept., Akron 16, Ohio 









HERE’S HOW AIRFOOT DOES IT: 



























AIRFOOT gives unvarying 
support —the ideal density 
(amount of bounce) has been 
scientifically determined by 
shoe manufacturers, 


_ Atrroor is lighter-weight — 
lighter, by far, than other 
_ rubber cushioning of the same 
_ density — yet surprisingly 
’ tough. 




































AiRFOOT outlasts the shoe! 
Because of its years in devel- 
opment, AlrRFooT has been 
thoroughly tested under all 
conditions. It doesn’t crumble, 
pack down — exerts gentle, 
buoyant, upward pressure for 
the life of the shoe. 


AirFoo! has balanced ventila- 
tion—it’s cooler because 
Goodyear’s precisely 
controlled aerating process 
balances interconnecting air 
cells, distributes them evenly 
so A1rFooT “breathes” all over 
~yet has no weak spots. 



















Attention, Shoe Manufacturers! Get free Airroor test-stock and full information 
without obligation from Goodyear, Airfoam Dept., Akron 16, Ohio. 


AIREFOOT~GOODSYEAR 


Airfoot, Airfoam~T.M.’s The Goodyear Tire & Rubber Company, Akron, Ohio 
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kies ore in-stock in 19 cities. 
‘free catalog showing complete teen and children’s line for Fall, write: 


HUSSCO SHOE CO., 1328 BROADWAY, N.Y. 


Factories: Honesdale, Pa. * Canada: Canada West Shoe Company, Winnipeg 
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This sign is never down for long... 


Workers using United machines have a special 
kind of work insurance: ...the WAC Parts System. 

Backing up the operators you see here are strate- 
gically located stocks of replacement parts. And 
that’s true for all workers at every one of the more 
than 100,000 United machines in operation. Parts 
needed are provided quickly through a smoothly op- 
erating nationwide system of supply. There’s ever- 
present protection against the creeping paralysis 


that otherwise could spread through a factory when 
one machine is down for lack of a single part. 
Whether the ‘men at work’’ are at machines or in 
charge of an entire factory, the UAC Parts System 
is constant insurance for their steady breadwinning. 
Parts supply is a UBA© service to the shoe industry. 
A service that means costs down instead of machines 
down... and helps the shoe industry supply the 
customer in the shoe store... amply and in variety. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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Inspired by the custom artist-craftsmen of 
Italy...in plain toe, moccasin and wing 
tip styles... Freeman Italios have the func- 
tional continental look to match the latest 
clothing fashions and make more sales for 
you. 


Black soft grain. 


Retailer. . . $13.95 


investigate the 


FREEMAN 


fall program 


Complete style coverage in three distinct 
price grades $10.95 to $24.95 under one 
strong brand....In stock styles for “same 
day” shipment...a complete promotional 
program of color and black and white 
national ads tied in with dealer newspaper 
ads, window displays, direct mail and other 
promotional material. 


Brown or Black Calf. 


Retailer. . . $17.95 


If you are interested in faster turn-over .. . 
more profits, write today for details on be- 
coming a successful Freeman dealer, 


Tan or Biack. 


Retailer. . . $11.95 FREEMAN SHOE CORPORATION + BELOIT, WISCONSIN 
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Frostee Kid and Frostee Kip 
Leather Fashion Twins for light hearted 
little shoes for the very young and the 


young in heart . . . luxury leathers with 


price appeal in wonderful dark lustres 


and delicious rock candy pastels. 
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has a sensational new success in their 


Frostee, the pearlized finish that 


will not tarnish nor change color. 


Frostee Kid and Frostee Kip 

twin lustre leathers, have become 

best sellers in shoes . . . and matching handbags. 
For the prettiest patterns in your line... . 
Frostee Kid and Frostee Kip in shoes for 
party-minded zirls ... if you make 

them for the youngest or her elder sister 
or just for the young in heart. 

Frostee, the durable lustre on 

fine kidskin or light weight kips for 

soft little fashion shoes to bridge 

the season from summer into fall. . . 

and in your second fall lines that sell 

in the stores through the holidays. 

Party pastels for late day and evening 

or dark lustres for daylight and after dark. 
Frostee Kid and Frostee Kip .. . beautiful 
lustre leathers in wonderful colors 

from Amalgamated [eather Companies, 
Wilmington 99, Delaware. 








i 
| 


“Vm a shoemaker, not a 
scientist, but I know the 
value of scientifically 
accurate Guide-Step 
BemG care comten 9, screen, 5, Yresdon 


Endicott Johnson Corporation 


“They call this complicated gadget before me the ‘Last Con- 
tourgraph.’ It’s a scientific instrument that checks the accuracy 
of Guide-Step lasts to within 1/100th of an inch. 


“Now I’m a shoemaker, not a scientist, so don’t pin me down on 
all the scientific reasons why shoes made on Guide-Step lasts 
are so comfortable. But I do know this: the last determines the 
fit and comfort of the shoe. In creating Guide-Step lasts hundreds 
of thousands of foot measurements were made to see just how 
the foot functions. Then these findings were translated into 
actual Guide-Step lasts with hairline accuracy... using this 
Contourgraph., 


* Johnsonian Guide-Steps, our line of men’s dress shoes, are 
made on these lasts and I’m proud of their style and comfort. 
We're expanding the line, and you can stock it in all sizes 
and widths. If you'd like more information, write to me 
personally at Endicott, N. Y., and I'll have one of our 
men call on you.” 


A PRODUCT OF MENDICOTT JOHNSON 


somlam 
GUIDE-STEP 


Johnsonian, Jr. Guide-Steps also available in some styles 


W 





a 


Successful models of GUIDE-STEP 

shoes have also been developed in our 

children's, misses’, growing girls’ and women's lines. 
The salesman who carries JOHNSONIAN 
GUIDE-STEP can tell you about these lines, too. 
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SINCE this issue of the RecorpeR marks the mid- 
point of what promises to be a year of more than 
average significance in shoe business, it is a logical 
time to review progress to date and take a thoughtful 
look ahead. The forward look is more important than 
the review of what has already happened, although 
experience, if rightly interpreted, does furnish a useful 
guide for the future. 

this 34) 
an article by Peter B. B. Andrews outlining shoe trade 


Elsewhere in issue (page will be found 
probabilities for the remainder of the year as seen by 
the Board of Analysts of Future Sales Ratings, com- 
prising economists and marketing experts, both in 
government and private industry. Conceding the prob- 
ability that the industry borrowed some production 
from future months during the period of exceptionally 
high plant activity that characterized the earlier months 
of this year, these observers nevertheless anticipate the 
biggest second half in the history of the shoe industry. 
They concur with Julius Schnitzer, director of the 
Shoe, Leather and Allied Products Division of the 
Department of Commerce, in looking forward to a 
continued high rate of production and sales. 

It is 


interesting and enlightening, however, to supplement 


Such are the views of the business analysts. 


their observations with the opinions of practical busi- 
ness men themselves on this same question of future 
sales, on which it may be assumed placing of orders 
for the remainder of the year will largely be based. 
For a broad summary of such opinions we have nothing 
more authentic than the quarterly Survey of Business 
Men’s Expectations conducted by Dun’s Review and 
Modern Industry, a Dun & Bradstreet publication. The 
survey for the third quarter of 1955, in comparison 
with the corresponding period of last year, has recently 
been published. A large majority of the manufacturers, 
wholesalers and retailers interviewed expect an increase 
in net sales. A substantial majority look for an increase 
in net profits also, 

“Business presently is in the midst of a striking re- 
covery from the set-back which occurred in the early 
part of last year,” reports Dun’s Review in comment- 
Feat 


fact business was so good in so many lines by April, 


ing on the results of this third quarter survey. 


1955, that the only question seemed to be one as to 
how long the current rate of activity would continue. 
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OUTLOOK 
Shoe Outlook as Seen at the Mid-Year 


“One interesting aspect of the survey was that the 
third quarter of 1954 is generally regarded as the 
period which marked the leveling off from the earlier 
down trend in the year, and the beginning of business 
recovery, . . . Hence the number of executives inter- 
viewed who looked forward to higher third quarter 
sales and earnings, compared with the third quarter 
of 1954, is impressive. Larger sales were anticipated 
by 73 per cent of the business men, and higher net 
profits after taxes were expected by 60 per cent of 
those surveyed. 

“The 


durable goods as to prospective sales and earnings 


views of manufacturers of durable and non- 
trends for the third quarter were strikingly similar. 
Increased sales were expected by 73 per cent of the 
former and 75 per cent of the latter, 

“Another interesting aspect of the April, 1955, survey 
is that the sales and profit expectations of retailers 
compared closely with those of the manufacturers and 
that the wholesalers were a little less hopeful in this 
respect than either the retailers or the manufacturers. 
In recent past surveys, retailers have frequently been 
less optimistic than the manufacturers or wholesalers 
in forecasting a rise in volume and earnings. 

“Thus, the April, 1955, survey figures showed that 
75 per cent of the retailers expected third quarter sales 
increases, compared with 69 per cent of the whole 
salers, while 17 per cent of the retailers and 26 per 
cent of the wholesalers predicted no change, and eight 
per cent of the retailers and five per cent of the whole 
salers anticipated decreased sales.” 

Such are the views of business men themselves re 
garding trade prospects for the immediate future. Look- 
ing beyond the third quarter to the end of the year, 
National Shoe Retailers Association, in the June issue 
of its membership bulletin National Footwear News, 
summed the situation up as follows: 

“Sales potentials during the rest of the current year 
are practically certain to stay intact. Both business and 
the consuming public reflect a confident frame of mind. 
Unless labor difficulties occur in major industries, the 
present tide has sufficient momentum to persist through 
1955. 
has exceeded expectations and the second half should 
the 


Retail volume since the beginning of the year 


compare equally well with rate of demand a 


year ago.” 









Rogol oder 


SIZES 2'2 to G, TO RETAIL AT 


SIZES G to 11, TO 
RETAIL AT $6.95 


ALL SHOES GOODYEAR WELTS 


THE QUALITY... 

All ROYAL CADET shoes are made with full- 
leather innersoles, finest composition oak outer- 
soles, leather quarter linings, and Analine-type 
leather uppers. Their FIT is unexcelled: they’re 
made on proven lasts. The proof is that not one 
shoe has ever been returned for reasons of FIT. 
You'll find the workmanship amazing for this price 


range. 


THE MARK-UP ees 


Most retailers geta BETTER THAN 50% MARK- 
UP on ROYAL CADETS ... and every retailer 
gets better than 40%. You can sell them at a dollar 
more retail (in other words, at $6.95 and $7.95), 
and you're still selling the best Boys’ Buy you'll 
find anywhere! Compare $5.95 ROYAL CADETS 
with other brands retailing at $6.95 to $8.95... 
and compare $6.95 ROYAL CADETS with shoes 
selling at $7.95 to $11.95. 


If you're talking VALUE, you'll find that there is nothing in the ROYAL CADET 


class in America today! 


OVER 40 STYLES = ALL IN-STOCK FOR IMMEDIATE 


#1971 


ROYAL CADET Division of 


Dollar for dollar, it’s a value that stands alone. 


DELIVERY 


#78731 


CHRIS LAGANAS SHOE CO., Lowell, Massachusetts 
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Headlines and kootnotes 


Important Trade News and Trends of the Fortnight 
As Reported by RECORDER Correspondents 





New Features Planned for Shoe Fair 


Chairman John Morgan Announces Two Shoe Industry Achievement Awards 
Plus “Peep Show” to Give Retailers Preview of Tomorrow's Shoe Store. Amos 
Parrish Workshop to Show Practical Ways to Increase Profits. 


Ture new significant “first” features will be un- 
veiled at the National Shoe Fair in Chicago, October 
23-27. These plans, which have been under considera- 
tion for many months by the National Shoe Fair Com- 
mittee, will consist of two major shoe industry “achieve- 
ment” awards plus a dramatic “peep show” giving a 
preview of “the shoe store of tomorrow.” 

A star salesman award will be one of the highlights. 
A group of such awards for the nation’s most outstand- 
ing shoe travelers or manufacturers’ salesmen is to be 
presented at the National Shoe Fair starting in 1956, 
Further details regarding these special awards, the 
first of their kind on an industry-wide basis, will be 
disclosed on August 8, when the National Shoe Manu- 
facturers Association holds its annual Merchandising 
Clinic in New York. Full information as to how manu- 
facturers may participate will also be disclosed in a 
1955 


This feature will be of extreme 


dramatic display being planned for the Fall 
National Shoe Fair. 
interest to all traveling salesmen serving the shoe 
industry. 

The second industry achievement award will apply 
to shoe retailers. This will be based on a national con- 
test plan for outstanding shoe stores in all population 
categories in 1956, the winners to receive valuable 
prizes. This is also an industry “first.” Full details on 
the contest and application forms will be made avail- 
able to all shoe retailers during the forthcoming 
National Shoe Fair at a specially constructed display 
to be set up in the Palmer House. 

Still another dramatic feature planned by the Na- 
tional Shoe Fair Committee is “Operation '65”—a pre- 
view of “the shoe store of tomorrow.” The advance 
inside look or “peep show” planned for the Fall 1955 
National Shoe Fair is certain to arouse much interest 
shoe retailers because of its 


and comment among 


visionary daring and creative originality regarding the 
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future of retail shoe store operations, Leading archi- 
tects and creative individuals in many fields of activity 
related to retail store operation are already at work 
in the preparation of preliminary details. More details 
on this will be made in forthcoming announcements. 
This, again, is a “first” feature of interest not alone 
to retailers but also to manufacturers. 

John W. Morgan, chairman of the National Shoe 
lair Committee, said, in commenting on these program 
features: “A whole group of fresh ideas are being in- 
corporated into our program. This year’s National 
Shoe Fair will bustle with practical retailers’ services 
from opening to closing day, October 23-27, thus mak- 
ing it the most significant ‘must’ shoe show for every 
footwear retailer in the country. These new ‘first’ fea- 
tures supplement the effective results of the Aros 
Parrish Retail Workshop session inaugurated at the 
1954 National Shoe Fair, This year, this feature will 
utilize actual retail shoe store operation case histories 
and demonstrate to visiting retailers how they can im- 
prove their profit results when promotional activities 


are placed on a planned or organized basis.” 
* * o . * 


Analysis of Shoe Machinery 
Leasing Costs Issued 


An analysis of shoe machinery leasing costs under the 
Form B leasing rates, put into effect January 1, 1955, 


by the United Shoe Machinery Corporation, was re- 
leased June 14 by the National Shoe Manufacturers 
Association in cooperation with the New England Shoe 
& Leather Association. The study was prepared by 
Robert Wm. Haigh of Andrews, Anthony & McLean, 
economic consultants to NSMA, with the aid of a 
special committee of shoe executives under the chair- 
manship of L. K. Oliphant, Commonwealth Shoe & 
Leather Company. 





Over 250 shoe factories supplied detailed cost data 
for this study. All leasing costs were estimated on the 
basis of shoe production and the actual number of 
machines in use in 1954. The report makes no allow- 
ance for the fact that factories may have been over- 
machined at the time of the survey. If manufacturers 
reduce the number of machines in their factories dur- 
ing the years ahead, the increases caused by the Form B 
rates may be reduced substantially. 

The study points out that shoe manufacturers will 
face a gradual increase in leasing costs in the years 
ahead as the outstanding Form A leases expire and 
are replaced by the Form B contracts. The full impact 
will not be felt until all Form A leases have expired. 

Cost increases as shown in this study were calcu- 
lated in the following manner. First, the increase in 
costs of a factory operating entirely on Form B leases 
over actual 1954 costs was figured. It should be noted, 
however, that actual 1954 costs would have increased 
somewhat anyway as all manufacturers were gradually 
transferred to “mature” Form A costs. Second, the 
increase in costs for a factory operating entirely on 
Form B leases over the “mature” Form A costs (that 
is, with all machines operating on the latest Form A 
rates) was figured, The typical increase in this case 
was 37.6 per cent, 

Assuming the same number of machines, the report 
shows that in men’s and boys’ shoes, when manufac- 
turers are completely over on Form B rates they will 
find their leasing costs 35.5 per cent higher than the 
“mature” Form A costs; manufacturers of misses’ and 
women’s shoes, 41.2 per cent higher; and manufac- 
turers of children’s shoes, 15.7 per cent higher than 
“mature” Form A rates. Any reduction in the number 
of machines in factories, however, would lower these 
increases, 

According to the study, the cost increases will vary 
depending on size of plant, the type of shoe and the 
type of construction. 

“Sales Prices for Outstanding Shoe Machines,” the 
economic study which provided the basis for recent 
negotiations with the USMC, was also released to mem- 
bers by National Shoe Manufacturers Association. The 
report was prepared by Dr. Robert N. Anthony of 
Andrews, Anthony & McLean, management consultants, 
in association with Harvard and M.1.T. economists and 
The American Appraisal Company. 

This book contains probably the most thorough 
analysis of the problem of shoe machinery valuation 
ever made in the shoe industry. It was addressed prin- 
cipally to the problem of determining prices for out- 
standing machines—those now in shoe factories. The 
Court Decree provided in Section 5 that the USMC 
lease terms should be in such relation to sales prices 
that it would not be “substantially more advantageous 
for a shoe factory to lease rather than to buy a ma- 
chine.” 
Paragraph 9 of the Decree which dealt with machinery 
now jn the factories, 


This principle was also carried over into 
I 


On March 30, 1955, as required by the Decree, 
USMC filed with the Court a plan for terminating out- 
standing leases and a schedule at which those present 
lessees could acquire the machines now in factories. 
The Anthony report prepared for NSMA opposed the 
approval of these prices and presented alternate recom- 
mendations. The plan finally approved was based on 
a recommendation in this Anthony report. 
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Massachusetts Shoe Industry 
To Spend More for Expansion 


Tue shoe and leather industry in Massachusetts will 
make about $5 millions in capital expenditures during 
1955, down from the $6 millions in 1954. About 21 
per cent of this will be for new plant, with the remain- 
ing 89 per cent for new machinery and equipment. 
These estimates are based on a survey just completed 
by the Federal Reserve Bank of Boston. 

However, the Massachusetts shoe and leather indus- 
try plans to use more of its capital expenditures outlay 
in 1955 for expansion purposes. Some 32 per cent of 
these expenditures will go for expansion needs, as com- 
pared with only 20 per cent that were so spent in 
1954. About eight per cent of the money for expansion 
purposes in the shoe and leather industry in Massa- 
while 90 


per cent will come from company funds or resources, 


chusetts will come from borrowed sources, 


and the remaining two per cent from miscellaneous 
sources, 

As to contemplated inventory changes by shoe and 
leather producers in this state, 74 per cent anticipate 
no particular changes up to July, while 18 per cent 
expect an increase as against 17 per cent expecting a 
decrease, 

Massachusetts has the largest number of shoe manu- 
fecturing and leather manufacturing plants of any 
state, and is also the nation’s leading producer of both 
shoes and leather. 
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International Leather Week 
To Be Observed in Paris 


FRANCE will promote leather and leather products 
during International Leather Week at the Parc des 


Expositions in Paris, September 9 through 14. 

This specialized exhibition, covering 143,000 square 
feet, will feature the production of leather from the 
raw hide, tanning and currying methods to the finished 
shoes, fancy leather goods, gloves, leather garments, 
The 


average number of Leather Week visitors during previ- 


leather furniture, etc., of some 500 exhibitors. 


ous years has been around 250,000 and it is likely that 
this year’s attendance will be considerably greater, 
thanks to the French government’s efforts in easing the 
exchange problem. 

One of the important attractions during the week 
will be the daily fashion show that will take place from 
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5:30 to 6:00 p.m., when mannequins will exhibit the 
latest creations in footwear, leather garments and gloves 
in an extremely attractive setting. 

Foreign visitors to the exhibit will be admitted after 
simply showing their passports. At the registration 
desk, an entry card will be issued to them, as well as 
any other documents they may need to facilitate their 
visit and the contacts they wish to make with manu- 
facturers, Special rates on the French railways have 
also been arranged, from the French border onwards, 
for exhibitors and visitors. 


Fifth Season Development Seen 
As Winter Vacations Increase 


A MAN-MADE “long season,” created to stimulate a 
business increase during the time from November until 
June at retail, was described by Miss Helene O'Hara, of 
Allied Kid Company, to St. Louis shoe manufacturers 
June 15. 

Pointing out that fashion manufacturers recently 
have over-produced and over-expanded on merchandise 
that followed the four-seasonal dimension they had 
always known, Miss O'Hara said a fifth season is now 
developing—a season most generally known as the 
resort season, but which has expanded far beyond the 
luxury idea it previously brought to mind. That this is 
a reality is proved by such facts as transportation’s all- 
out bid for the winter vacationer spirited by a pay- 
later plan; management’s view that winter vacations 
are health and morale builders for secretaries and ma- 
chine workers, not just over-executed executives; the 
development by textile chemists of pale fabrics that 
defy dirt, climate changes and wash like stockings, and 
the advocacy of the pale look for year-round wear by 
Allied, the 


fashionist said, has even had its part through the de- 


fashion and service magazines. leather 
velopment of spongeable suede in lights and darks 
and the palest colors ever produced in leather. 
Answering recent charges against leather producers 
that “tanners are confusing customers with too many 
Miss 


O'Hara said that these accusations indicate not “too 


colors, too many finishes, too many textures,” 


much of too many,” but rather a cloudy concept. In 
reality, she believes this “is the emergence of a new 
kind of merchandising that requires more imagination, 
more planning, stronger convictions, more risks and 
closer association with the ultimate consumer. 

“We who are responsible for so many kinds, so 
many colors have a responsibility to label what we do, 
what it is for, where it will fit. If our answers don’t 
convince you that the reason for being is strong, pro- 
ceed with caution. If you believe in it, nurture it with 
the right designs, enough samples, promotional and 
advertising background and proudly sell it to your 
56.” 


Having explained her thinking for the new season 


retailer . . . thus pinpointing the Long Season 


ahead, Miss O’Hara launched a “Candy Color” presen- 
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tation, the mood set in great measure by colorful lolly- 
pop souvenirs that were a part of the floral arrange- 
ments decorating each luncheon table. 

Summing up the “Sweet World of Color” for the 
long season, Miss O'Hara declared the blues and beiges 
and browns to be the first families of color. Taking 
blue first, she suggested Kerry Blue as the best Spring 
blue with other notables for Resort and Summer, in- 
cluding Bubble, a pastel repeat; Blue Chip, a positive 
blue with a quality of a pastel to be played alone but 
not as a dress shoe color, and Cordon Bleu, a mid-blue 
to span between Kerry and Bubble, and as an accent 
on navy suede, 

Beiges apparently stand firm, the range featuring 
such repeats as Vanilla and Tara Beige. Browns are 
news through the introduction of Macaroon, a toasted 
sweetmeat color to accompany the apricot tones in 
clothing to come, and as a trim color on the “Sophisti- 
cator’”’ (1956 successor to the spectator); and Kahlua, 
a Spring brown to compensate for the shortage of 
demanded brown footwear this Spring. 

Miss 
O'Hara said in showing an almost white pipe-color 
called Rock This 


licorice patent leather . . . for pump and sandal styles. 


A companion word for beiges is neutrals, 


Candy. proves a companion to 

Reverting to the pastel picture already started with 
the presentation of Bubble Blue, Miss O'Hara asked 
“How much Pink Icing can coat the Shoe World?” 
Though more than a million women have purchased 
shoes of pink kidskin in 1955, opinion pools conducted 
on the consumer level indicate another good season 
ahead for pink--any shade as long as it’s pretty. To 
supplement the tried-and-proven Pinafore and Shell 
tones, she thus introduced Raspberry Ice as a mid. 


flavor for the span from pink to Wild Cherry. 


Yellow Seen as Color to Watch 

\ color to watch in 56 appears to be yellow, Though 
yellow footwear did not follow the surprising rise in 
popularity that yellow millinery, gloves and dresses had 
in “55, a survey among shoe buyers in far flung areas 
found 40 per cent expressing future belief in yellow, 
Miss O'Hara said. So to supplement White Poinsettia, 
Primrose and Jackstraw, Allied shows Lemon Ice, a 
clear fruit color, 

Pointing out that Avocado has done much to popu- 
larize green in the eyes of retailers and customers, the 
leather representative showed a series of new cool 
greens: Pistachio, the pale ice cream flavor; Spear- 
mint, a pungent mint tone; and Lime Frappe, another 
natural flavor tonality. 

Other colorful signposts indicated for 1956 include 
such Jockey Silk inspired combinations as dark blue, 
light blue and yellow; turquoise and white; gray, pink 
and white; or watermelon, turquoise and white. From 
black kerchiefs 


sweaters one sees the potential of black patent with 


based, color splashed Italian and 


underlays or appliques of color, via stripping stitched 
on top or lozenge underlays., 












Silhouette-wise, here are new ideas that are creeping 
up for ’56 in pull-overs using the aforementioned kid- 
skin leathers: self trimmings—tiny leather flowers, 
leaves, coin-dotted underlays to suede; fashion impetus 
for wedge heels—airier wedges that in a side view look 
like an exaggerated saw tooth or a miniature viaduct; 
the increasing use of the Spring-o-Lator principle to 
cushion the shock of repeated footsteps from an ultra 
high-heeled pump; sophisticators that employ such 
ideas as punching, pinking and underlays . . . one- 
coloredness in pale suedes and kid combinations . . . 
peaked throatlines . . . low ghillie approach . . . narrow 
. matching bags with same detailing. In con- 
cluding Miss O’Hara said: 

“Long live the closed shoe for practicality and the 


sabot . . 


leather it consumes, but open shoes as a sales fatten- 
ing diet.” 
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Goodyear Vice-President Chosen 
For American Chemical Society Award 


Dr. RAY P. DINSMORE, vice-president in charge of 
research and development for Goodyear Tire and Rub- 
ber Company, has been chosen to receive the Charles 
Goodyear Medal for 1955 by the Rubber Division of 
the American Chemical Society. 

The Charles Goodyear Medal in commemoration of 
the discoverer of vulcanization of rubber is awarded 
annually to a person who has made a valuable contri- 
bution to the science or technology of rubber or re- 
lated subjects. Dr. Dinsmore was selected for this out- 
standing honor at an executive committee meeting of 
the Rubber Division of the ACS in Detroit. The award 
will be presented at the Bellevue-Stratford Hotel in 
Philadelphia during the annual meeting of the organi- 
zation in November, 

A well-known authority on natural and synthetic 
rubber, Dr. Dinsmore has received national and inter- 
national recognition for his many valuable contribu- 
tions to the rubber industry. Specific developments 
which came about mainly because of his foresight and 
guidance include the rayon cord tire, Pliofilm, a rubber 
hydrochloride film of many uses, and the recently intro- 
duced Chemigum SL, a Polyisocyanate rubber. 

The diversified phases of the chemistry of rubber 
in which he has conducted and directed research and 
development investigations are well illustrated by the 
list of his publications which cover the fields of physi- 
cal testing, compounding, vulcanization, theories of 
vulcanization, aging, processing and the economic prob- 
lems of synthetic rubber. 

As assistant deputy rubber director for the United 
States during World War II, Dr. Dinsmore organized 
and directed the research and development on synthetic 
rubber for the government. Also during this period, he 
coordinated activities of both industrial and university 
laboratories. 

He holds an honorary degree of Doctor of Engineer- 
ing from Case School of Applied Science and the 
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Colwyn Gold Medal from the Institute of the Rubber 
Industry. 

Dr. Dinsmore is past president of the Rubber Di- 
vision of the American Chemical Society, past president 
of the Akron Rubber Group, a trustee of the Midwest 
Research Institute, and a term member of the M.L.T. 
Corporation for the period 1954-1959. 

He is a Fellow of the Institution of the Rubber 
Industry (British), The American Institute of Chem- 
ists, American Association for the Advancement of 
Science and the Royal Arts, a member of the Chemists 
Club of New York, as well as the American Institute 
of Chemical Engineers since 1927, and presently a 
director. He is president of the American Institute of 
Chemists for the term May, 1955-1956. 

Dr. Dinsmore has been associated continuously with 
Goodyear for a period of more than 40 years. He is 
the second man from Goodyear Tire and Rubber Com- 
pany to receive the Charles Goodyear Medal, the first 
being Dr. L. B. Sebrell in 1943. 


* ” % * ue 
Merchandising Being Tested 
For Uncompleted Shoe Store 


A “DRESS REHEARSAL” for future shoe merchan- 
dising in a multi-million dollar new store currently 
under construction is the new first floor “Career Girl’s 
Shoe Salon” which recently opened at Daniels and 
Fisher Stores Company in Denver, Colo. 

“The old Daniels & Fisher store will be vacated com- 
pletely as soon as the new one is completed,” Frank 
Parker, shoe buyer, pointed out. “In the new store, 
we will use a lot of merchandising policies which were 
not possible in the old building. One of these will be 
a popular price women’s shoe department conveniently 
located on the first floor, to capitalize on both the im- 
pulse buyer and the downtown worker, who must do 
her shopping on coffee breaks or lunch hours. By 
creating this new department, we hope to iron all of 
the ‘bugs’ out of first floor selling by the time we get 
into the new store.” 

It will be a matter of a year or two before the new 
Daniels & Fisher store building six blocks east is ready 
for occupancy, Mr. Parker pointed out, and for that 
reason there will be nothing short-lived about the new 
first floor shop. Set up at the rear of the Lawrence 
Street building, the new department seats 25, has stock 
room space for 7,000 pairs of shoes, immediately to 
the right, and will be staffed by five salesmen. 

Lines featured will include Laird-Schober, Valentine, 
Tramp-Easy FE, and others in the $7.95 to $16.95 price 
range. Comfortable modern chairs are included, fea- 
turing wrought iron legs and a “staggered” seating 
layout which leads to privacy, even though the depart- 
ment may be crowded with customers. 

A unique feature of the new department is its white 
back drop, which rises 20 feet from the floor to the 
ceiling. A silhouette of the downtown Denver skyline 
is contrasted in black against the all white background. 
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SMOOTH "FREE BREATHING 
LEATHER INSOLE 
UNDER THE FOOT 

MAKES FOR 

AIR-CONDITIONED COMFORT 


TEMPERED STEEL SHANK 
FOR SUPPORT 





THE AIR-CUSHIONED 
SHOCK ABSORBER HEEL 


AIR-TRED CUSHION 
FOR COMFORT 


the inside story 
merica’s most salable 


Style 1231 
Black Cashmere 


a 510° men’s shoes 


Style 1234 
Char-Brown 

Cashmere G;ain 

One glance at this x-ray view tells you why Yorktown 

Air-Treds are ringing the sales bell with men all 

over America. Here in the big-selling $10.95 field 

is the famous built-in shock-absorber feature 

men everywhere are demanding... and it’s 

backed by all the established Yorktown 

quality features in a complete in-stock line 

that challenges comparison. 


complete line 


IN STOCK 


nationally advertised in 


LIFE and ESQUIRE 


FOR CATALOG or for 


Salesman to Call, write 


GARDINER SHOE CO., INC. 


Style 1153 
MAIN OFFICE, FACTORY AND IN-STOCK DEPARTMENT 


Black Cashmere 
Grain 

Style 1154 GARDINER, MAINE 
Brown Coshmere NEW YORK SALES OFFICE: Marbridge Ble 47 W. 3Ath 


Grain 
FAR WESTERN DISTRIBUTORS  Solnit Shoe Co., Los Angeles 
Buckingham & Hecht, San Francisco 


yt 


also makers of YORKTOWN SHOES for Boys 
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Women are not as unpredictable 55 

as they seem. They have definite shopping habits. 

Many of your prospects are steady customers of the A&P — 
and steady readers of the A&P magazine, 


Woman’s Day... where they get their ideas on what-to-buy. lay 


If you feature the shoes they 
see in WoMAN’s Day, W O I 1 } al Ss 

they’ll be to too! 
ae THE S Gay 
the NATIONAL magazine...with the NEIGHBORHOOD impact 
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Shoe manufacturers rely on “Celastic” to reproduce 


the fine toe character of the last and to provide 


wrinkle-free toe comfort for the life of the shoe. 


© egw ed edema of the Cw owe 


UNITED SHOE MACHINERY CORPORATION, BOSTON, MASSACHUSETTS 





The Milano 


with two original 
handsewn styles on the 
brand new, slimmed down 
Italia last. Lower topline 
... light weight...foam cushioned... $6.95 retail... genuine 
made-in-Maine handsewn construction! The Roma — 
in-stock in antique red, antique brown, panama or 
black smooth, with suedes available on make-up. The 
Milano — in-stock in sienna, pearl or black glove 


The Roma Q 4 P with red and avocado glove on make-up. $4.10 
<j less 2%. S(AAA)6-10, N(AA)5-10, M(B)3-10. 


To be nationally 
advertised in color 
in Seventeen! 
Order today, or write, 
wire or call for more details. 


manufactured by the 


LUMBARD WATSON COMPANY \. 
Auburn, Maine 
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NOW ! 
TOP QUALITY 
AT LOWER COST 


5p FOG EID Sole Attaching Cements 


give you all these time and money saving advantages: 


Complete Line of sole attaching cements for a 
wide range of conditions. A Supergrip representative can help you select the 
one right Supergrip sole attaching cement . . . demonstrate its advantages on 
your shoes, in your factory. 


Mileage e « « Gives you more mileage — saves you 
money. Actual shoe manufacturing case histories show increases ranging up to 
28% more pairs per gallon with Supergrip. 


Price... You pay no more for Supergrip. You get 
top quality results and more production when you buy Supergrip sole attaching 
cements, 


Call your United representative today and ask him to show you how Supergrip cements save you money. 
SUPERGRIP SOLE ATTACHING CEMENTS ARE PRODUCTS OF THE B. B. CHEMICAL COMPANY . 


UNITED SHOE MACHINERY CORPORATION Boston, Massachusetts 
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DO AS THRY SAY! | FATED TOBEA 


—Here are three points that can spell SUCCESS 
in the operation of your business. 











They stem from the story of Mr. Boomer of the 
old Waldorf-Astoria fame. As a young man he had 






gone to Simeon Ford, the proprietor of the Mur- 
ray Hill Hotel. Boomer told Mr. Ford that he had 
a little capital and wanted to enter the hotel busi- 








ness. He listened to the aspiring hotel keeper and 






said: “There are just three things for you to do: 












“First-—Get a hotel. 






“Second—Stand in the lobby and walk around as 
though you owned the place until your guests 
start asking the clerks: ‘Who is that man over 
there?’ The clerks will tell them you are the pro- 
prietor. The guests will then come over to you and 









tell you how to run the hotel. 







“Third—Do what they tell you.” 








Howard P. Abrahams, who incorporated this story 
in his talk before the Advertising Institute of the 
Mid-South, at Southwestern University, Memphis, 
Tenn., pointed up its application to any business 








that depends upon customer satisfaction for suc- 







cess because, in effect, customers are telling the Meet the best line-backer in the business! 
management continuously what they want, and It's the new black Jumping-Jacks Senior 
the most successful managements are doing what moccasin! Rugby-grained leather just like 






their customers tell them. 





Dad’s and Jumping-Jacks usual high quality 





will make this the star of the fall season. 


Put this Jumping-Jack in your fall line and 
FU Tikes 


watch him rewrite the record books! 





Editor Emeritus VAISEY-BRISTOL SHOE COMPANY, INC. 


Boor Ano SuHoe Reconper MONETT, MISSOURI 
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Es Washington 


Newsreel 


By GEORGE H. BAKER 





Tue fight to block extension of the minimum wage law to retail and additional 
warehouse employes has not yet been won, despite an apparent victory. 
The Senate has passed a measure raising the minimum wage to $1.00 an hour 
an increase of 25 cents over the present floor—and agreed noi to tamper with 
the retail exemption this year. But merchants had better watch out for their exemp- 
tion in 1956! 
The measure which passed the Senate and was sent to the House specifically 
calls for a “full study” ef how the retail exemption should be removed. 
Influential members of both Senate and House are promising labor that consid- 
eration of extended coverage has merely been postponed and no abandoned. In an 
election year, the voter appeal of enlarging the scope of coverage won't be overlooked. 


a cu se 


Tax cuts in 1956 are a good bet if business continues at the semi-boom clip of 
recent months—and most economists think it will. 

Tax cutting moves next year will take several forms. One proposal will be for 
a flat cut for individuals and a reduction in the corporate tax rate from the present 
52 per cent to about 50 per cent, blocking the scheduled automatic drop to 47 per 
cent, 

Another plan will be to repeal all excise taxes, which now yield about $5 billion 
a year, A variation of this will be to repeal most excises, except those on admis- 
sions, liquor and tobacco, and similar “luxuries.” 

A third proposal, sponsored by Rep. Noah H. Mason (Illinois Republican) 
would replace present selective excise taxes with a general five per cent tax on all 
manufactured goods, except food and drugs. This plan has been introduced this 
year, but will not make the grade. Retail spokesmen oppose the Mason proposal 
on the grounds that such taxes pyramid—-a 10¢ tax becomes 18¢ at retail, they say. 

Probable outcome will be a tax reduction bill to give some relief to both individ- 
uals and business, and some excise reductions, Effect will be to spur business and 
improve profit margins, so dealers gain no matter how the cuts are effected. 


He * a 


Don’t write off the still-smoldering possibility that wartime controls over busi- 
ness may return this year. 

Although President Eisenhower makes it clear that he won’t openly ask Congress 
to vote him control power, he hints he’s holding the White House door ajar for 
Congress to take the initiative and write him a powerful package of “emergency” 
power to regulate all prices, wages, salaries, installment credit, plus the authority 
to ration key industrial and consumer commodities. 

As a result, the extension of the Defense Production Act—under which the gov- 
ernment allocates strategic materials—is certain to produce one of the hottest political 
scraps of the year if Congress decides to consider handing over to the Eisenhower 
Administration these sweeping wartime powers. 

The Administration wants a two-year extension of the Defense Production Act. 

[TURN TO PAGE 58, PLEASE] 
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CAPER CALF 


a new lawny 
toned neutral with a future 
Successfully introduced 
in the Fall collections, - 
Tarnish C37 Caper Calf 
“the soflest of soft leathers” 
is exciting for Spring 


and divine with while 





for Resort 


and Summer 


BLONDE MINK... takes its color cue 
from fine old french walnut woodcraft 
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Benjamin FAIRLESS, of the 
United State Steel Corporation, out- 
lined “Our One Indispensable 
Weapon” in a recent talk at the 
The Greater 


annual dinner of 


“A” 


Johnstown Chamber of Commerce 
of Johnstown, Pa. He said: 

“We are the strongest and most 
productive nation on the face of the 
earth; and this is probably the one 
and only reason why we have not 
already been plunged into a devas- 
tating atomic war... . 

“What is the one, indispensable 

that still is 
The answer is obvious. It 


weapon exclusively 
ours? 
can be summed up in a single 
word: ‘Technology.’ For, just as a 
chain is no stronger than its weak- 
est link, so a nation is no stronger 
than its industrial tools of produc- 
tion. It is 
the one great advantage that we 
have, and we must, | think, preserve 
it at all costs; for our native ability 
to design, to build and to use the 
world’s most productive machines, 


That is our salvation. 
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| TRADE 


provides, today, our last, best hope 


of enjoying a peaceful tomorrow.” 
os * y 


Jerry FALKNER, buyer of 
women’s shoes at Brouwer’s in Mil- 
waukee, Wis., says: 

“We're not making the most of 
white shoe business, which could 
be an all-year-around item. Every 
merchant is always talking about 
maintained markup because costs 
are higher. Yet, just as soon as the 
first of July comes he puts his white 


shoes in his clearance sales! He 





thereby hangs himself. There are 
weddings and parties in July and 
August and there’s a demand for 
white shoes into September. 
“First, we would have to re-edu- 
cate the public that white shoes 
can’t be bought on sale in July! 
Merchants today promote them in 
April and May and then cut them 
out more quickly than they should. 
I truly believe that a smart mer- 
stock 
‘round—a 


chant should some white 


shoes all Cuban- 


year 
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heeled pump, a high-heeled pump 
and possibly one strap. | think the 
idea is worth a try.” 


Dr. H. E. LUEDICKE, editor of 


the Journal of Commerce, says: 


“There is a widespread belief 
that we are now once again squared 
away on an upturn in the business 
cycle that may well carry us not 
only through the rest of 1955 but 
through 1956 as well. The reason- 
ing behind this belief is that the 
two previous postwar recessions 
were sufficient each time to ‘clean 
up’ existing maladjustments, such 
as excessive inventories and price 
maladjustments between farm and 
industrial prices, resulting from un- 
sound farm price support policies. 


“No 


whether it is free or controlled, can 


economy, regardless of 
escape the need for periodic adjust- 
ments. As long as man has not con- 
quered his ingenuity of getting into 
trouble, there will be mistakes. The 


most objectionable and cruel form 





31 





of paying for such mistakes is 
through inflation—although infla- 
tion is the most effective way of 
‘correcting’ a debt structure that 
has become topheavy. 

“Perhaps the real reason for the 
mildness of the two postwar reces- 
sions to date is to be found in the 
fact that they were preceded by an 
‘invisible’ recession in the form of 
the war and postwar price inflation 
that cleaned up the private debt 
structure of the economy.” 


Herman DENMARK of | the 
Paulsboro Shoe Store, Paulsboro, 
New Jersey, says: 

“If good window displays are 
important to shoe stores in a large 
city, they are an even greater neces- 


sity to successful 


merchandising 
in a small town. Before stepping 


into the shoe store, customers are 
attracted by what they see in the 
window and even if they are not 
out to buy, they will stop and look. 

“We try to keep as many differ- 
ent shoe styles in the windows at 
all times, without cluttering them 
up in a mad jumble of shoes. Clut- 
tered-up street windows will get 
you nowhere. The passing cus- 
tomer cannot get a clear-cut idea 
of a style when shoes are crowded 
too close to each other. Even the 
shoe merchant feels the strain if 
he has a great many shoe styles 
with not enough room to display 
them all. He feels that the only way 
they will sell is if people can see 
them. A well-set-up and attractive 
window display (without trying to 
show each and every shoe in stock) 
is a good start. Once people come 
into the store, the salesman has the 
opportunity of showing the shoes 
that were not on display. 

“Sharply accented seasonal win- 
dow changes are important with 
us just as they are in large area 
windows of big cities.” 
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NATHAN HACK’S retirement from 
the retail shoe business in Detroit, 
Mich., some nine years ago, didn’t 
mean closing the doors to the fas- 
cination that shoes had for him, as 
well as the job they can do. He has 
kept busy with many projects and, 
for the past four years, his “baby” 
has been Ripple Soles, which he 
invented and then developed in a 
physical education research labora- 
tory with Dr, Laurence Morehouse 
of UCLA. These Ripple Soles have 
now been patented and are being 
used by C. H. Alden Company of 
Brockton and L. B. 


Company of Boston, Mass., in the 


Evans Sons 


manufacture of men’s casual and 
dress shoes. 

General publicity on these soles 
has ranged all the way from trade 
and consumer publications to radio 
and TV. Collier’s put an emphasis 
on them in their May 27th issue 





and “The Ripple Sole Story” was 
told on the ABC-TV program “You 
Asked For It” in New York and 
various sections of the country on 
June 12, 18, 26. 

“Anyone who does a lot of walk- 
ing or standing would benefit from 
the Ripple Sole idea,” Mr. Hack 
believes and indicates that in scien- 


tific experiments, these soles have 


proved to cut the shock of ground 
contact 40 per cent, give a person 
a six-inch longer stride and enable 
the athlete to run faster and jump 
higher by putting a new spring in 


his step. 
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What's Wrong with Shoe Selling 
And How to Make It Right... 


Beginning A New Series of 





Mosr shoe retailers recognize that one of their 
most dificult problems today is that of maintaining 
a high level of salesmanship, and of training thei: 
younger salespeople to do an efficient selling and 
fitting job. Even in a store that specializes in fashion 
footwear, correct fitting and proper service to the 
customer are of paramount importance, 

Boor AND SHoe Recorper is pleased to be able 
to its readers at this 
articles, of which this is the first, 
fitting and sales training, written by a well known 


to present time a series of 


on salesmanship, 


department store shoe buyer with an unusual back- 
ground of successful experience along these lines. 
Miss Butler 
University and afterward devoted a year to graduate 
at the She had 
for a teaching career, but the outlook for teachers 


Grace Crone was graduated from 


studies same _ institution, planned 
at that time was so unfavorable that she entered the 
field of direct selling for a cosmetic firm. She was 
promoted to office manager and later placed in 
charge of West Coast distribution. Subsequently she 
returned to Indianapolis and took a selling job in 
the shoe department of L. S. Ayres & Co. She had 
sold shoes Saturdays during college. 

In 1943 Miss Crone was made assistant buyer for 
men’s, women’s and children’s shoes in the down- 
stairs store of the same firm. She 
success from then until now to the training and 


attributes her 


assistance she received from the head of the depart- 
ment. She was the first woman to hold such a posi- 
tion in the store’s buying group and the only woman 
to sit in a buying group meeting with 26 men shortly 
after her appointment. In 1946 she was promoted 
to the responsibilities of buyer. 

Partly because of her college training for the 
profession of teaching and partly because of her 
practical store experience, Miss Crone has taken a 
very special interest in retail sales training as a 
We be- 
lieve her forthcoming articles will prove of very great 
interest and value to retailers, department managers 


factor in shoe selling and shoe promotion. 


and to the men and women at the fitting stool. 





CHAPTER I 
THE LAMENT 


Tue number one problem facing almost everyone at 
the management level of the retail shoe business is the 
acute shortage of experienced shoe salespeople. 

Wherever and whenever a group of buyers or store 
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Articles On Shoe Sales Training 


by M. GRACE CRONE 





MISS M. GRACE CRONE 


owners get together, the subject is discussed with each 
individual crying on the shoulder of somebody else. 
And the sad tale of woe goes like this: 

Why doesn’t the personnel department secure some 
experienced shoe people? The people the employment 


olfice sends to the 


selling floor do not know how to 
sell shoes and they care less. They have no respect for 
merchandise, They do not know how to do stock work 
and do not want to learn. They are likely as not to be 
out doing personal errands on a slow day, and the poor 
buyer has no one to serve the few customers he does 
get. The result of all these factors is that the buyer 
has a selling cost so high he just can’t lay up a dime. 

| have sat through many of these sob sessions, Since 
everyone else does nothing but talk, | am going to 
write, and in my humble way hope that I may point 
up a remedy for some of these existing conditions. 

The first question | propose to ask is, Whose respon- 
bility 7 
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(rains at Retail Indicated 
Both Production and Retail Sales Are Expected to Be at Record Levels in 


the Second Half of This Year, with the Shoe Industry Gaining an Increas- 


ing Share of the Consumer’s Dollar. 


by 
PETER B. B. ANDREWS 
Supervising Economist 
Future Sales Ratings 


tion in the second half of 1955 over the second half 
of 1954, 

Retail sales gains, on the other hand, are expected 
to be sharper in the second half of 1955 (about a 10 
per cent gain, as indicated), which would compare 
with an approximate five per cent gain in retail sales of 
the first half of 1955 over the first half of 1954. 

The board makes significant note of the fact that 
there has been an expansion in retail outlets during 
the closing months of 1954 and the first half of this 
year, a point that had also been emphasized by J. G. 
Schnitzer, U. S. Commerce Department shoe and 
leather authority in the June 15 Washington Newsreel. 
This has been particularly true of shoe chains, and it 
is felt that this trend will continue. The necessary 
stocks required by these new outlets only account for 
part of the increased production, There has also been 
a filling-up of pipe lines which were depleted during 
the final quarter of 1954, but this trend is now con- 


PETER B. B. ANDREWS sidered to be completed for the time being. 


GROSS NATIONAL PRODUCT 


Tue second six months of 1955 should be the biggest Billions of Doliors 
second half in the history of the shoe industry, A 430 
level of retail shoe sales about 10 per cent above those 
of the second half of 1954 is anticipated by the Board 420 
of Analysts of Future Sales Ratings. 

This board comprises over 300 economists and mar- 





keting men, both in government and in private indus- 
try, and its future-sales-ratings for the 100 leading in- 
dustries of the United States, including shoes, are 
made quarterly, with the complete list published in the 
magazine, Sales Management. 


Considering the exceptionally high rate of plant 7 : ao 
activity in the first half of this year, the board feels \ 
that the industry during that period borrowed some ed “Assumed” 
production from future months, However, even though 


production in the first half had reached record levels 
some 15 per cent ahead of the similar period of 1954, | 














the board still anticipates a five per cent gain in produc- 1955 
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In Mid-Year 


DISPOSITION OF PERSONAL INCOME 
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Sharp growth of suburban shopping centers is vis- 
ualized as a stimulant. Present 
retail inventories are about four per cent ahead of a year 


considerable sales 
ago, but this situation is viewed with approval in view 
of the substantial gains in public buying power and 
population, and the buying potential for the second 
half. 

The price situation, too, is considered psychologically 
favorable to sales uptrends, Prices are firm, with a 
solid base for the coming six months. An increase in 
leather costs has edged some prices up a bit, but the 
board feels that prices will hold about at present levels, 
unless wage operating costs are generally increased. 

As pointed out by Mr. Schnitzer, new designs for 
men’s shoes have helped recent trends, and with plans 
for a modification to a medium low-cut shoe for the 
Fall and Winter season, sales should be very favorable. 
Color in women’s and children’s footwear, it is noted, 
has been carried into Autumn lines. New styles, too, 
have stimulated multiple sales at retail, and some future 
stimulation is expected from foreign styles now being 
analyzed. Such types of shoes as comfort-casuals for 
the 75,000,000 vacation-traveling Americans each year 
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are considered to have quite favorable potentials also. 

In the fast-growing children’s field, favorable trends 
are under way, not only from the increasing crops of 
babies yearly but also from the emergence of fashion 
as a major sales stimulator. The fashion factor, as a 
matter of fact, has been effectual in raising per-capita 
consumption of children’s shoes from a prewar level 
of 2.1 pairs annual average to a postwar (1945-55) 
level of 2.8 pairs. This betterment has resulted in an 
output increase of over 25,000,000 additional pairs of 
juvenile shoes yearly. In misses’ and children’s shoes 
an impressive advance of 1.5 pairs per capita, to 4.5 
was made, and even infants’ and babies’ went up from 
2.1 to 2.4 pairs per capita, 

For significant perspective on the second half sales 
potential, it should be noted that an unusually heavy 
proportion of total sales for the year 1954 took place 
in the second half of 1954, especially in the months of 
in the tabula- 


November and December, as indicated 


tion of monthly sales percentages. In theory, that 
should make the second half of 1954 a difficult base 
against which to compare favorably, but as the board 
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Nhoes Meet 


Tue changed concept of styling arch type lines which 


started some years ago has its good and its bad sides. 
In the opinion of the conservative retailer, oftentimes 
a man who has spent many years of his life in the pains- 
taking fitting of difficult feet, the bad aspect outweighs 
the good, One such man considered that many feature 
shoe manufacturers had gone over entirely to the style 
field. Many women must have shoes with corrective 
features, he pointed out. Open backs, for example, are 
not for such feet, according to his views. Customers 


of his, who have gone elsewhere and bought shoes 





without essential corrective features, have come back 
to him for help in getting their feet back into better 
condition, 

As we said, improved styling has its good side, too. 
If smarter styling will persuade women to wear more 
sensible shoes, that is one good point. If their feet are 
not really bad, such shoes will be sufficient, if they 


The “Flame,” a pillo-quilted vamp on have good broad lasts, well-fitting backs, medium heels 
a split instep strap with 16/8 heel, A 


A sane Ba with broad base, cushioned soles, light arch supports 


and lacing, straps or elasticizing for firm adjustment. 
There is another way of promoting and selling these 
shoes. They should be the dressed-up shoe for the 
woman who is obliged to wear real corrective shoes 
for her hours of working, walking and standing. The 
problem here, we were told, is to get the women who 
like the look of their feet in the smarter styles to con- 
tinue to wear the really corrective shoe during their 
working and most active hours. If you can show your 


customers the advantages of using these two types in 


Unusual moccasin treatment in crush- 
ed kid “Denver” tie. Foot Defender 
by Miller. 


The “Classic,” patenttrimmed, suede 
asymmetric stepin. 17/8 heel. Walk- 
master by Wilbur Coon. 


Instep strap with curved topline and 
vamp treatment, A Drew Shoe. 
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Varied Consumer Needs 


More Straps and Stepins and New Treatments of Ties Give a Fresh 


Look to the Conservative Arch Types and Also Offer Attractive Styles 


for More Dressy Daytime Occasions. 


the ways suitable to each, you will have achieved some- 
thing worth-while for you both. 

What comfort does the shoe with newer styling have 
to offer your customer? We have already pointed out 


some of their good features—good wide treads, me- 


All-over suede instep shoe with ac- 
cordion-pleated vamp. 17/8 heel. 
Treadeasy De Luxe by P. W. Minor. 





The “Lunar,” split instep strap shoe 
in avocado, with sling back and quilt- 
ed vamp. 17/8 heel. Conformal. 


by ELEANOR M. RUTTY 


Quilted 


are 


dium heels, cushioned soles, among others. 


vamps——already used in many style shoes also 
considered to be an additional comfort feature in many 
of these styled-up comfort shoes. So, too, are all the 


many soft leathers now in current use in these types. 


The “Alice,” four-eyelet tie with 
quilted moccasin vamp, 16/8 heel. 
Tarsal Tred by H, C, Godman. 


A four-eyelet sport tie on a 14/8 heel 
with soft upper and flexible construc 
tion. A Dr. Locke Shoe. 





Angle between the toes and the tarsus 


Au too often alterations of heel- 
height are undertaken to please a 
customer. Or fat rubber heels are 
put on top of a heel, throwing it 
out of pitch. As the heel grows in 
height, the angle between toes and 
the rest gets steeper and steeper. 
My three X-ray photos demonstrate 
the effect of changing heel height on 
the relation between the rear of the 
foot, the tarsus, the metatarsus and 


Nude sandal, Posi- 
tion of the shank is 
important to fit. 


the toes respectively. 
Dorsiflexion of the toes is im- 
The 


range of this upward movement is 


perative in walking. normal 


45 degrees, Now, please make a 


test. With your hand on a flat sur- 


on a flat heel. 


face, you will find no difficulty in 
moving your fingers upward. 
Next, put first one pack of cards, 
then two, then three, right unde: 
You will 


find that the upward movement of 


the heel of your hand. 


your fingers becomes increasingly 
difficult, and finally impossible, in 
relation to the elevation of the heel 
of your hand. The same happens 
to a foot in a high-heeled shoe. 

Dysfunction results. It is easy to 
understand that this upset of nor- 
mal function becomes worse when 
the toes are encased in a narrow- 
fitting toe-cap. So, we have in- 
security of balance, combined with 
obliteration of toe-action, plus a 
change in posture of the body. 
Women are heroes! 

The shoe-salesman is in the same 
position as the pharmacist, who 
potentially dangerous 


Both must know the con- 


dispenses 
drugs. 
sequences, but only the pharmacist 
can afford to mark his product 
POISON. 


Arguments kill sales. 


The wise fitter keeps 


And 


mum, 


Angle between the 
toes and the tarsus 
on a high heel. 


THE 


anyhow, nothing will prevent a 
woman from buying shoes on spin- 
dle heels once she has decided to 
have them. 

Adroit placement of the shank, 
utmost flexibility of the forepart of 
the shoe, and the use of the short- 
back last have done much to miti- 
gate the disabling effect on the 
coveted 19/8 and 22/8 heels on toe 
action and general foot function. 

When an exact mate of the model 
last is made for the left foot, this 
copy of the right foot model is 
carefully checked for accuracy of 
likeness by a whole sequence of 
searching tests, with tapes and 
templates and measure sticks. The 
same happens to the model of the 
We all 
takes, even the youngest of us, but 
in last production a little blunder 


goes a long way. Any fault in the 


left innersole. make mis- 


master model is enhanced and mul- 


Method of checking the exact 
length of the last. 


tiplied by the mechanical produc- 
tion of the lathe. 

Approval of lasts is based to « 
great extent on points of measure- 
ment in accordance with accepted 
size charts. The sum-total of all 
these measurements, such as stick- 
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There is a fascinating story in lasts, and the more interest the shoe 
salesman takes in the technicalities of his trade, the more convincing 


and authoritative his sales talk will become to his customers. 


MYSTER 


by ARTHUR JACOBY, F.B.C.P,, B.LE. 


Mr. Jacoby is an expert on shoe design, man- 

ufacturing and selling. His background of 

experience was gained in Great Britain and 

on the Continent and he has many friends 
in the American shoe industry. 


Checking the length from the 
ball measure point. 


Laey) 


length, joint-girth, waist-girth, heel- 
girth and so on, is the SIZE. This 
is later on transformed into some 
cabbalistic befuddle the 
size-conscious customer, 


code to 


In stores whose stock comes from 
many sources, the unfortunate fit- 
ter may be puzzled by three or four 
different size codes. Imports from 
foreign sources, such as England, 
France, and others 
where size scales different from the 
American used, the 
problem still further, 


Italy, Spain 


are bedevil 

The meaning of size marking 
has, therefore, become rather ob- 
secure. Besides, feet of the same 
length and girth may vary in build 
and in proportion. 

To make the problem of size 
marking still more complex for the 


Checking the delicate toe line. 


fitter, there are the special mark- 
ings for combination fittings, to in- 
dicate shoes where the heel girth is 
one, or even two fittings smaller 
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Angle between the toes and the tar- 


sus on a medium heel. 


EDITOR'S NOTE: This is the second part of Mr. Jacoby’s 
article on the mystery of lasts, the first part of which appeared 
in the May 15 issue of the Recorver. In part one, Mr, Jacoby ex- 
plained how lasts are originated, and indicated some of the many 
technical problems that have to be met in their development, 


than normal, to ensure snug fit at 


that crucial point. 


/ f / 
/ /. 
ft 


/ 


f 
ae 


q . p> 
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Checking the curve at the back. 


All I should like to mention on 
the subject of sizes for the purpose 
of this article, is the basic differ- 
ence in length between sizes. This 
is one third of an inch, and the dif- 
ference between half sizes amounts 
to one sixth of an inch. 

As to width, a lot depends on 
the build of the last, on heel eleva- 
tion and on style, which may re- 
quire more wood at some places 
and less at others. To assume one 
quarter of an inch as the differ- 


ence in joint girth and one six- 
teenth in ball width across the bot- 
tom, should be a safe guess for the 
fitter. 

This problem of universal size- 
coding has been with us so leng 
that it has gained squatters’ rights. 
It is intimately intertwined with the 
use of measuring apparatus in shoe 
The Brannock could be the 


approach to 


stores, 
standardiza- 
[TURN TO PAGE 60, PLEASE | 


nearest 


Checking the correct 
of the thimble. 
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SELLING WORK SHOE 


The Bootery in Pierre, South Dakota, is one family shoe store 


which believes in extensive display of work shoes. One entire 


window is devoted almost exclusively to work shoes and boots. 


SELLING shoes for the occasion has long been an 
excellent axiom in the style end of shoe retailing. It 
also holds in selling work shoes. Coupled with careful 


fitting, the policy can lead to a good, steady repeat 
business. Work shoes have a logical place in the mer- 
chandising program of many family shoe stores, 

With rare exceptions work shoes do not represent 
a major part of any retail shoe business, Except for 
rare instances, stores in favorable locations will prob- 
ably find work shoes account for anywhere from 5 to 
25 per cent of total sales. Five to 10 per cent would be 
a good average for city stores in what are described 
as working class neighborhoods, although some may 
run only 2 or 3 per cent. Stores in smaller towns, 
serving a large rural population, might well run as 
high as 25 per cent. So might stores in the heart of 
an urban industrial area. Some men’s shoe stores, 
which can concentrate on a spread of types of work 
shoes as well as size ranges, have found they can make 
them as much as 30 to 40 per cent of the business. 

Regardless of the percentage of sales, work shoes 
are regarded as good profit items. Initial stocks should 
he large enongh to provide proper fitting. However, 
there is practically no hazard in carry-over due to style 
changes. Once established it is a repeat business that 
runs about the same from month to month, Therefore 


stocks can be kept up on either a month to month, or 


40 


week to week size-up basis, depending on the sales 
volume and rate of turn-over. Stores with a high per- 
centage of sales usually carry a good range of styles. 
The average family store can do a good job with three 
or four styles covering basic needs. 

Much the same merchandising fundamentals apply 
to selling work shoes as are used in any other types. 
Merchants who are successful cite displays, adequate 
stocks 
enough, advertising and promotion come last on many 


and service as primary factors. Strangely 
lists. The reason is that work shoes are a repeat busi- 
ness that goes on rather consistently, 

Work shoes are an essential part of the basic stock 
of the small town store. But they are also a factor in 
a metropolitan section, In a large city such as 
Chicago, for instance, work shoes are found largely 
in family stores and department stores in the moderate 
price range. Not only do these stores sell shoes specifi- 
cally for certain jobs, but also carry good general 
service and all-purpose shoes. These shoes with heavy- 
duty leather soles, but dressier in appearance, are in 
demand by a number of men who want both looks, and 
comfort from their every-day shoes. These include 
policemen, firemen, delivery men and postmen. 

In the basement shoe department of The Fair store, 
work shoes are displayed just adjacent to the work 


clothes department. A large sign “Clothes for Men 
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In Industrial Centers Like Chicago They Fit into the Merchandising Program 


of Family Shoe Stores, as Well as Downtown Department Stores and Shoe 


Stores in Manufacturing Areas. But Intelligent Stock Selection, Careful Fitting 


and Steady Promotion 


who Work” Thus 
men can do all of their shopping practically at one 
of the 
shoe department, reports that his stock of work shoes 


draws customers to the department. 


stop. Julius Blumenthal, buyer and manager 


brings a good, steady business each month. Practi- 
cally all customers, once they find a satisfactory shoe, 


Three kinds 


of soles are featured, in order to cover general needs. 


return time and time again to replace it. 


Customers are carpenters and other building tradesmen, 
who buy cord or cork soles, which are flexible for 


Are “Musts” 


for Successful Operation, 


the bending they must do in their work. Truck drivers 


are also good customers. An increasing number of 
shoes with heavy soles are being sold to men who like 
te wear them in their gardens at home, 

Goldblatt’s, which operates a number of neighbor- 
hood department stores in addition to the Loop store, 
also has a large work clothes department which in- 
range of styles of shoes. Re 


“Work Clothes 


Window displays included a showing of several styles 


cludes a showing of 


cently the store staged Jamboree.” 


ANPECIALIZED BUMNESS 


* btetce 


WOLvemin, 


ive 


aime 


Hollands, inc., Delta, Col., includes work socks 
in its special promotion window, 
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of shoes along with overalls, coveralls, gloves, caps, 
and other job essentials. 

Work shoes also fit into the program of many family 
shoe stores. They are a natural in stores in neighbor 
hoods where the population is made up of those who 
work with their hands. Typical is the Louis Bachta 
Shoe Store, 


Polish district on the 


large 
Although 


he finds that the younger men often prefer a dressier 


located in the heart of Chicago's 
P 


near northwest side. 


type of shoe with heavy sole, Mr. Bachta reports he 
still does an excellent regular work shoe business with 


the older workers, These men, factory workers and con 
struction tradesmen, still prefer to buy the heavy-duty 
work shoes which specifically fit their jobs. A good 
selection of styles and widths is highly important, he 
emphasizes. 

The Krueger Shoe 


Chicago’s southwest side, 


West 
has carried a good stock « 
1906. It is 


located in the heart of a major industrial area which 


Store on 26th Street on 


work shoes ever since its opening in 


includes the plants of the Western Electric and Dia- 
Despite the fact that all 


their work 


mond T Truck companies. 


large industrial concerns have own shoe 


departments, the store has done a good business over 
Krueger, 


are made because of the store’s reputation for quality, 


the years, Elmer owner, reports that sales 


fit, and service, Work shoes have been displayed con 
They are usually 


of the 


of them are 


sistently ever since the store opened. 


shown in a row across the front window, so 


they are readily seen. A number identi 
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s Fashions Forefront 


"lr IS important to establish the definition of a kid glove 
shoe,” said Charline Osgood, recently returned from a 
seven weeks’ trip to Portugal, Spain, Italy and Paris, “I am 
not interested in ‘sloppy’ shoes, | am interested in Fune- 
tion, Feel and Fashion.” The French Couture has devel- 
oped the connection between the shoe and glove in color, 
she noted. “We would also like to establish this year the 
relationship between shoe and glove with design treatment 
the same in both, as well as color.” 

Commenting on trends that she found in European shoes, 
especially in Italy, Miss Osgood noted the increased interest 
in closed shoes, These closings, she considered, are done 
in interesting ways through the use of straps as an integral 
part of the shoe, through tongues and in other ways. Speak- 
ing of heels, she drew attention to the medium heel with 
ample width at both heel seat and top lift. High heels, she 
said, are placed to give better balance to the foot and 
stance. In colors, she found that the combination of yellow 
and black is growing in importance. 


a, ee 


THERE was news in weights and colors in leathers for 
both men’s and women’s shoes at the recent private advance 
Spring showing of the Geilich Leather Company, presented 
by Mr. and Mrs, Harold Geilich and Mr. Herbert Rote. 
Cambi-Buck and Cambi-Ruff have been made in lighter 
weights, 24% to 3 ounces, for unlined shoes. Another 
leather, an aniline, is being made in all for 
both lined and unlined shoes in a full range of colors. 
Cambi-Waxide is a new type, being made in both smooth 
aniline and matte finish, for both lined and unlined shoes. 

The entire line for Spring and Summer 1956 will have 
from 18 to 20 colors. The new colors which will be made 
in all the company’s leathers are Diabolo, Poppy, Crushed 


weights 
£ 


Four Styles From Italy 


From left to right: Casual slipon of brown textured 
goatskin with red suede tongue, red collar and sole 
trim. By Fontalco of Rome. Black suede four-eyeiet 
walking tie, also trimmed in red. By Valentino of 
Naples. White kidskin strap shoe trimmed with 
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Notes on Important Developments in the Field 
of Footwear, Fashions, Colors, Materials 


Raspberry, Pink Lady, Molasses Kiss and Chino. Oyster 
is another pale, neutral shade. A special promotion of 
“Bermuda Doeskin Colors” will include eight new colors: 
Bermuda Doeskin, a very light shade; Bermuda Coral; 
Pussy Willow; Baby Chick Yellow; Seafoam; Capri Blue: 
Moygashel Linen; Apricot. A range of colors is now being 
used in the perforated leathers in both men’s and women’s 
weights. Also new are two printed leathers, all-over de- 


signs in two colors. 
¥ on ca 


In showing E. Hubschman & Sons’ 1956 Spring and Sum- 
mer leathers, Mrs. Dorothy Fox Davies, the company’s 
fashion director, grouped colors into “Beige-to-Brown,” 
“Brilliants” and “Chalkier Tones.” The Beige-to-Brown 
family included two new colors, Flax and. Melba. Penuche, 
Coffee Frost, French Bread, Marron, Coffee Toffee and 
Perfect Brown are continued shades. Among the Brilliants, 
Sari Green and Tendril Green, Scarlet and Marigold are 
new or new versions. Carried-over colors are Cloisonné, 
Cordon Rouge and Parma. In the Chalkier Tones, Salmon, 
Butter, Delft Blue and Artichoke are new. Wedgwood is 
a deeper shade of the Spring version of this color. In the 
Luminas, Mrs. Davies showed Carnation Pink, Forget-Me- 
Not Blue, Mimosa, Wisteria, Platinum, Penuche, Flax, An- 
tique Gold, Coffee Frost, Admiral Blue, Wedgwood and 
Butter. Also included in the line for next Spring and Sum- 
mer are three grays: Platinum, Sterling and Steel. 
s * * 

“FANTASY” shoes, inspired by the colors and techniques 
of modern French paintings, were displayed at a preview in 
the I. Miller show rooms recently. This showing was fol- 
lowed by their display at the I. Miller salon at 54th Street 

[TURN TO PAGE 51, PLEASE] 


black. Note delicate filling in of vamp; also sturdi- 
ness of curved medium heel. Also by Valentino. 
Asymmetric kidskin pump illustrating the fine bal- 
ance of the high heel. By Luscus of Turin. All 
four shoes by courtesy of The Kid Leather Guild. 
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This year there is more LEATHER news to shout 
about than ever before — hosts of new colors, new 
textures, dramatic styling! All this will do a pow- 
erful persuading job on your best customer, the 
American working girl with more money to spend! 


That’s why the “Be Good to Yourself with 
LEATHER” promotion is being launched with a 
full-color page in the August issue of Glamour. 
This advertisement is an invitation to your impor- 
tant customer to pamper herself with not just one — 
but with many leather items. It features a luscious 
array of merchandise — shoes, belts and handbags. 


Be good to yourself, too. Tie in with this campaign. 
Capitalize on your pre-sold LEATHER customer — 
conscious of quality, conscious of being on her 
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fashion toes! For a complete kit of promotional 
aids prepared by Leather Industries of America, 
simply fill in and mail the coupon below, Let us 
prove how the “Be Good to Yourself with LEATHER” 
theme can work profitably for you. 


LEATHER INDUSTRIES OF AMERICA 


Leather Industries of America 


411 Fifth Avenue, New York 16, N.Y 


Gentlemen: I'm interested in the Leather Industries 
of America “Be Good to Yourself with LEATHER” 
promotion. Please send me your kit on dealer aids 
which will help me do more shoe business 


NAME 
ADDRESS 














FABRIC Fashions 


The Childs 


Tue Campbells are coming, yo ho, yo ho! And so are 
the Stewarts, the Fergusons and the McMillans. This 
strong return to the classic in fabric pattern is but one 
important tip-off for shoe retailers who are out for the 
extra business that coordinated fashion buying can 
stimulate, Never before have fashion and color played 
before 


have they been so well expressed foot-wise as in the Fall 


such a vital role in children’s apparel—never 
collections of the nation’s juvenile shoe producers. By 
knowing the appare! trends, and buying footwear to 
coordinate with them, children’s shoe retailers have an 
unprecedented opportunity to cash in on this growing 
trend to ensemble buying. 

Six major fabric categories are to be considered fo1 
a child’s world of Fall fashion. These are to be recog. 
nized in relation to more general fashion trends, In 
silhouette, coats are narrow with belts controlling what 
skirt fullness there may be torso dresses go to 
school as well as to parties . . . pleated skirts return to 
vogue, frequently teamed with overblouses . . . colored 
belts suggest matching footwear. Coordination is the 


keynote throughout with sweaters dyed to match skirts, 
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orld... 


By Knowing the Clothing Trends and Buy- 

ing Footwear to Harmonize with Them, 

Children’s Shoe Retailers Can Cash in on 
Coordinated Fashion Buying. 


wool jerseys picking up the tonalities of major tweeds 
and corduroys and printed cottons featuring the impor- 
tant color shadings now to be considered: 

BROWN 


Thougn this color family 


Returning to fashion in children’s ward- 


robes. features both the 


camel and dark tones, the emphasis—as in women’s 
fabrics—is on the reddish browns and copper shades. 
Tweeds, which move from pale to medium brown in 
tonality, are frequently sparked with bright colored 
nubs to catch a child’s eye. In footwear, many of the 
medium and darker browns are sound. But for fashion 
significance, consider Almond with its slight reddish 
tinge; Rust suede combined with matching lizard; and 
Copper patent leather. Very new looking, and perfect 
in its coordination with [TURN TO PAGE 55, PLEASE] 


Boot and Shoe Recorder 





Fi 





cor Mow Eye Aipcating, Duswls WZ Dintih “On 
MILLER TREESI! 


@ resists WATER, Acip, We've made it easier for you to ring up “double header” sales 

PERSPIRATION, OTHER 

AGENTS (shoes and trees) with this new eye catching finish. It’s a real 
quality finish with a rich gloss similar to that found on the 

@ resists scratcHine — finest hand rubbed furniture. Available on the full line of 

TRY IT WITH YOUR 

FINGERNAIL Miller Trees in your favorite tones, Natural, Cherry Red, 


and Walnut. Write for complete information today. 
@ won't cnie — 


EVEN WHEN DROPPED 
©. A. MILLER COMPANY 


BRANCH OF UNITED SHOE MACHINERY CORPORATION 
PLYMOUTH, NEW HAMPSHIRE 


July 1, 1955 





Ready, Set, GO, 


to the Greatest Showing 
of FALL and WINTER SHOES in the East 


I ceaet 














LIST OF EVENTS 


© $500 U. S. SAVINGS BONDS 
GIVEN AWAY. YOU MUST 
REGISTER 


© FREE PARKING ON SUNDAY 
AND WEEKDAYS AFTER 6 
P.M. 


© OPEN HOUSE 9 A.M. 10 
9 PLM. 


© SPECIAL MERCHANDISING 


~ 


THE NEW YORK SHOE WHOLESALERS 


MARKET WEEK AND OPEN HOUSE 
July 17 through July 20 


The welcome mat is out for you and the stage is set with the greatest collection 
of Fall and Winter styles ever assembled. They're awaiting your critical 
examination and approval at this gala Market Week and Open House. Come, 
See, Learn and Enjoy buying the profit making shoes you'll need for a Prosperous 
55. You'll love the styles, you'll like our entertainment features and the friendly 
atmosphere of this different kind of Show. 


NEW YORK SHOE WHOLESALERS ASS'N 


DUANE, READE, CHURCH & W. BROADWAY ° NEW YORK, N. Y. 
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NEW HIGH In SERVICE... 
For Suburban Shoppers 


Just three weeks before Easter Sunday the long. 
established downtown Philadelphia firm of Geuting’s, 
with four stores already successfully operating in out- 
lying districts, secured the site for their sixth family 
shoe store at 6533 Roosevelt Blvd. This location is in 
Roosevelt Center, a beautiful new shopping center in 
the far northern part of the city, and the Geuting store 
is located in the center of the group with a large park- 
ing area starting directly at the curb, 


Decorating and store layout were planned by William 


by S. B. POMERANS 


Toller, Geuting’s decorator and window display man, 
who aimed at a shoe salon that would be more beauti- 


ful, brighter, larger and roomier than the 


average 
shoe store. 

The view both in and out of the store is completely 
unobstructed, Glass is used extensively from the win 
dows to the front separating panels and the door 


[TURN TO PAGE 61, PLEASE | 


G euting’s in Philadelphia Profited from Its 

Experience in Suburban and Downtown 

Shopping When It Planned Its Sixth and 
Most Modern Shoe Store. 


Above: A view of the men’s section and the rear of the 

men’s and women's window, The rug is dark green and is 

glued to the floor. Damaged sections can be cut out and 

replaced. Left: The children’s and teenagers’ window 

uses the clown Clarabelle on a turntable to draw the 

children. Colors are pink and green. Flowers and a 
seasonal toy are regular features. 











what's this younger generation 


the store that sells 


—MOKXEees — 


of course! 


Why worry? Get on the fast track to soaring profits 


with Moxees 





the complete line of in-stock 


hand sewns and welts with smooth modern styling 


to make ‘em slip on a pair, action prices to make 
‘em slip you the money. $6.95 to $8.95 retail. 


Write or call for catalog 


Moxees manufactured by Belgrade Shoe Co., 


What's Wrong with 
Shoe Selling? 


[CONTINUED FROM PAGE 33] 

The average department store buyer 
assumes it is the responsibility of the 
personnel division to secure experi- 
enced shoe selling people. 

And I ask you, “How can they when 
there are no such people?” With rare 
exceptions, there have been no such 
people since prior to World War II. 
During the depression years there were 
many experienced shoe people job 
hunting, just as there were people in 
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Auburn, Maine 


all lines, the professions included, try- 
ing to get located or re-established. 

The best the personnel department 
can do today is to interview and em- 
ploy applicants who in their estima- 
tion have the necessary requisites to fit 
into the overall picture. People with 
the appearance, the manners, the back- 
ground that fulfill the store’s stand- 
ards. 

Then there are other buyers who 
assume it is the responsibility of the 
training department to develop the 
people selected by the personnel di- 
vision into efficiently trained shoe sales- 
people 


But here again they are under a 
delusion. The training department’s 
function is to teach store system, store 
policy and gelling principles in the 
broad approach, not the specific techni- 
cal knowledge needed to sell in a par- 
ticular department. 

It is the responsibility of the buyer, 
the department manager or a store 
owner to teach the basic fundamental 
knowledge needed to start a new per- 
son out properly in the shoe selling 
field. In other words, it is the respon- 
sibility of the people with the know- 
how to pass on the knowledge they 
possess if the art of shoe fitting and 
shoe selling is to remain a living pro- 
fession. 

Too many people at the management 
level today fail to place an important 
activity like this in its proper place. 
They have become so bogged down in 
book work and records that they have 
lost sight of the most important fac- 
tors of their own job. 

A buyer can be the best buyer of the 
best goods, but if he lacks well-trained 
sales people to sell his goods he is 
defeated. So see to it that you, as a 
buyer, spend as much time and energy 
training the new people who come to 
you and improving the ability of those 
who are not new, as you expend on the 
selection of merchandise. 

Always bear in mind that good sales- 
people, through their enthusiasm, can 
sell merchandise that is so high style 
that it makes your store the fashion 
center of the community. But poorly 
trained people can allow the very best 
purchases to become badly timed buys 

Many at the executive level today 
in the shoe business got there during 
the years when the pace was much less 
hectic. They were allowed to grow by 
easy stages. Now because of the high 
selling cost involved, new people are 
literally thrown in at peak season and 
told to sink or swim. 

The shoe business is loaded with 
people who go on the assumption that 
good salespeople are born. That, my 
friend, is a fallacy. 

A good salesperson is one who knows 
the tools of his trade and how to use 
them. Just as a person learns to be 
an electrician, so can a person learn to 
be an efficient shoe salesperson. But 
he cannot do it all by himself and par- 
ticularly when he starts with two 
strikes on him. 


(To be continued) 


Milwaukee Buyer Resigns 

MiLwAuKEE—Albert E. MacAdams, 
buyer of women’s better shoes at the 
Boston Store here since September, 
1953, has resigned to take a new posi- 
tion as buyer of women’s and children’s 
shoes at Powers Dry Goods Company, 
Minneapolis, Minn. He will take over 
his new duties July 5. 

Mr. MecAdams, of Cleveland, came 
here from Halle Bros., where he had 
been associate buyer of women’s dress 
shoes for five years. 
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HEAVY SEASON FOR WHITES 
IN MIAMI 


THERE has been no falling off in 
the late Spring shoe business all up 
and dewn the 
Rather sales have been increasingly 


Florida east coast. 
good. Two factors have been respon- 
sible for this condition, Graduation 
from local schools and colleges cre- 
ated a heavy demand for white shoes. 
Dealers report that this was the heavi- 
est white shoe season they have ex- 
perienced in a long, long time. Soft 
white kid, lucite, alabaster kid, air 
cooled white nylon mesh—all are in 
the picture. The white idea has been 
played up in advertising. “White wall 
white” was used in copy which fea- 
tured a white wall tire; it was quite 
an eye catcher. 

While white has been slowly climb- 
ing to its one-time top spot, there is 
still a big volume in pastels. Pastels 
have been exceptionally good all dur- 
ing the season, with yellow, mauve 
powder blue, 
green. Fashionists are reporting now 
that pastel kids are the Paris rage. 
They have been high in sales volume 
all throughout the Miami 
area for months past. All dealers are 
promoting them. 

Inky black is suggested as a con- 
trast to pastels and white, particularly 


baby pink and _ soft 


Greater 


for travel wear. 

On Miami Beach, Rothman’s is fea- 
turing a very smart shoe in a hand 
loomed weave of elegant silk ribbon. 
There is a matching bag to accom- 
pany it. Another Miami Beach shop, 


Goodman’s, advertises their own 


flower show of miniature beaded 
posies on pink. blue or white shan- 
tung. The whole vamp carries the 
posies. Handwoven raffia continues to 
be active, particularly in the lower 
price bracket. Elasticized shoes con 
tinue to be popular; the fit and styl- 
ing make for comfort and fashion 
rightness. 

One of the very popular bits of foot 
covering throughout the area is the 
thong sandal. Borrowed from Grecian 
times, the new versions have taken 
hold of the imagination. Not only are 
they being bought for wear for leisure 


hours but for casual street wear and 


for some sports. 
The second factor which has made 
for increased business is the heavy 





July 1, 1955 


Review 
WRetail Trade 


advertising of shoe sales. This has 
been particularly true among the deal- 
ers who carry higher priced merchan- 
dise, and has appealed in particular 
to the visiting trade. Women who are 
preparing to return to northern homes 
have taken advantage of the opportu- 
nity to buy $39.95 shoes at $12.95 a 
pair, or to get a $22.95 number at a 
$10 discount. 
clusive shoe salons are at 25 to 40 per 


Sales in the more ex- 


cent or even greater reduction, Nat 
urally such reductions have attracted 
customers and sales have been heavy. 
- + * 
CLEARANCES MOVING SHOES 
IN NEW YORK 


SEMI-ANNUAL clearance sales are 
the dominant retail 
throughout New York and, in general, 


note in stores 
they are proving to be very effective 

on several scores. They are attract- 
ing the traffic into the stores; they 
are helping to clear out slow num- 
bers and old stock and, at the same 
time, encouraging consumers to buy 
the new and seasonable shoes. One 
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“Elegant and exciting” shoes in viny- 
lite and black suede are strikingly 
advertised by Filene’s Boston. 


















retailer reported such good response 
to the sales inducements that he had 
to put a guard at the doors to limit 
the number of customers going into 
the shop to a comparable number 


coming out. It’s a healthy reaction 
for it means that inventories are being 
brought down to a good level. 
Despite the fact that the weather 
has been wet, cloudy and cool for 
the greater part of the past month, 


retailers report that business gener 
ally has been good and they are look 
better 


warm 


ing forward to even selling 


when the clear, bright, days 


really come aleng. Response to the 
Summer shoes has been satisfactory 
and the entire range of styles, from 
the dressy to the casual in women’s 
shoes, has been ringing up cash sales 

In men’s shoes, there has been a 
noticeable concentration of promo 
tion by retailers. Advertising has been 
steady and consistent, putting the em 
phasis on low cuts, porous nylon 
mesh, hand-woven leathers, etc., and 
from customers has been 
Men are 
nize the necessity 
to the 
coming torrid 


sales at the fitting stool have reflected 


reaction 
good. beginning to recog 

for changing over 
shoes for the 


lighter weight 


days in the city and 


a good increase. 

Children’s shoe needs have, for the 
most part, been filled and taken care 
of for the next month or six weeks 
and this has accounted for good busi 
Retailers of 


children’s shoes indicate that the pic 


ness in that category 
ture doesn’t change much from year 
to year. There are periods of inten 
sive selling activity and then the mo 
down: but there is 


mentum slows 


always a steady demand 


aa a” e 


WHITES DOMINATE 
CHICAGO SELLING 


S ALES of white shoes opened up af 
ter Decoration Day in the Chicago 
area and have dominated selling ever 
since, although the active selling pe 
riod was about three weeks late duc 
stretches of 


to intermittent rainy 


weather. In some stores and depart 
ments they were reported to account 
for about 50 per cent of total sales 
which is better than 1954, 


Pastels have continued along at a 
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good pace with the whites. Patents 
have carried over better than was ex- 
pected. Mesh was a good seller in 
conservative women’s shoes, so much 
so that many stocks were condensed 
in June, with few pairs left for clear- 


ance sales. Sales of play shoes and 
casuals have been running well ahead 
of a year ago. This trend started 
earlier than usual and gives every 
evidence of continuing through this 
month. There is a feeling in some 
quarters that sales of casuals cut into 
dress shoes. Many women buy two 
pair of play shoes rather than one 
pair of dress, on the premise that 
they get a greater variety for their 
money. This means that although 
units are up somewhat, there is a 
possibility that total volume may be 
down slightly. 

Plain straws have also been good 
later sellers. The sandal has been the 
prevailing silhouette. However, the 
low heel and flat hee] sweater pump 
has continued to accelerate. This de- 
mand caught some dealers by sur- 
prise. Although they bought this style 
in fair quantity and in a good range 
of colors for early delivery, stocks 
have been reduced, with the run com- 
ing too late for reordering. This is 
being taken as a guidepost for Fall 
and this style figures heavily in orders 
in Fall colors and materials. 

Although a number of clearance 
sales will traditionally start after the 
July 4th weekend, there has been a 
growing tendency to delay this prac- 
tice. Reductions on many leading 
branded lines, and particularly on 
whites and pastels, will be delayed 
by numerous retailers until later in 


the month, 
” 


ST. LOUIS SHOE BUSINESS 
CONTINUES GOOD 


THE success story written in May by 
St. Louis shoe retailers is being fol- 
lowed by a very adequate sequel in 
this first half of June. Reports are 
good from all quarters—men’s, chil- 
dren's and especially women’s depart- 
ments and stores. 


In the women’s category, two major 
department had anniversary 
sales in late May—which added im- 
measurably to their gains for that 
month. Now one of these stores says 
we're “holding our own” in early 
June; the other says that there has 
been only a minor lJet-up from May. 
ln both instances, there is across-the- 
hoard, selling of colors and types— 
whites, pastels, black patent leather, 
spectators and casuals—casuals of all 
types, from the traditional to the in- 
triguingly fashioned Italian imports. 

A third major store is currently 
having its jubilee sale and, of course, 
is doing especially well these early 
June days. In the Jatter case, whites 
are among the shoes marked down; 
in the two previously mentioned 
stores, one did not reduce whites, the 
other did. Explained the merchandise 
manager of the latter store: “We 
marked down a few patterns because 
we fee] that when we have an anni- 
versary we are in a sense thanking 
our customers for their year-round 
patronage and therefore they should 
be entitled to some of our best offer- 
ings at a special price.” 

In all three stores referred to, a 
few Fall patterns are in, and con- 
sumer reaction, while necessarily lim- 
ited dollar-wise, is enthusiastic. Quite 
a few opened-up black and navy 
suedes have sold; dark lusters are 
moving in an interesting way; the in- 
terest in mat-finished black calfskin is 
“surprisingly good.” One store, al- 
ready featuring henna, has had some 
results, 

Men’s business is now good almost 


MONTALDOS 


CRech a FirTR 


stores 


Summertime dehcacy snl white doeshin shoes open to the 

leeusee ond epenly Honoring poe 
eS, —_— 
Montaldo's, Richmond, Va., recently 
featured these soft white doeskin 
shoes of cool summertime delicacy. 





everywhere in town. The lower top- 
lines continue to be most favored— 
chosen in patterns featuring mesh or 
woven leather vamp inserts or mark- 
ed by perforations on the vamp or 
all-over. The upswing is now in the 





casual field, many styles being fea- 
tured for Father’s Day giving. 
Children’s business is spotty in the 
downtown area, better in suburban 
outlets. May was strong in the dressy 
white shoe category, in anticipation 
of graduations, communions, wed- 
dings and special closing-day-of- 
school exercises. Play shoes are now 
moving to the foreground—for school 
and Sunday School picnics and the 
long vacation play season now upon 


us. 
a ee 


MEN'S LOAFERS PROMOTED 
IN LOS ANGELES 


DEPARTMENT and shoe store news- 
paper promotions locally have been 
concentrating on the man in the fam- 
ily, shoe-wise, for Father’s Day. The 
ads have particularly emphasized the 
foreign influence, with the low lines 
and lighter weight leather uppers and 
soles. Several stores were promoting 
2-eyelet models with a textured silk 
plug to match all-silk or silk-like Sum- 
mer suits. In the same vein were pro- 
motions on leather shoes harmonizing 
with suitings, especially in the char- 
coal brown or charcoal black. 

Loafer shoes, worn extensively in 
this area for business as well as in- 
formal wear, were highly promoted. 
Several firms reported good response 
on a soft calf slipon modeled after an 
Italian design. Many firms feel that 
the emphasis this season on simpler 
lines with flexible construction, and 
the elimination of much of the excess 
weight, have been important selling 
points. 

In the children’s shoe departments 
the general fashion theme of “just 
like mother or dad” prevails. One 
department store buyer feels that all 
youngsters must now be treated like 
neophyte sophisticates and aims his 

[TURN TO PAGE 58, PLEASE] 
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In Fashion’s Forefront 
[CONTINUED FROM PAGE 42] 


and Fifth Avenue. The shoes had been brought over from 
Paris by M. Andre Perugia who is in this country to work 
in the Miller Design Department on 1956 Resort and Spring 
collections. A pastel satin shoe with pleated tulle rosette 
at the throat had been inspired by a painting by Marie 
Laurencin. Ripe cherries on a blue ombré shoe came from 
a Pierre Bonnard painting. A huge sunflower on a shoe 
composed of a mass of green leaves, with a bright orange 
heel, came from a Van Gogh picture. The painter Renoir 
was represented by a pump in flesh pink satin with black 
lace and net. Climaxing the fantasies were a shoe inspired 
by Picasso in beige and pale blue leathers with an addi- 
tional heel on the toe, and a shoe in the form of a fish with 
gunmetal patent leather shaped as fish scales and the toe 
tip representing the mouth. This shoe was inspired by 
Georges Braque. Other painters represented in copies of 
their paintings and in shoes were Fernand Leger, Villon 
and Henri Matisse. 


Glove Association Makes Cleaner 


Available to Shoe Trade 
LEATHER LAV, a revolutionary new quick-clean for 


leather, recently introduced to its consumer market by 
the National Association of Leather Glove Manufactur- 
ers, is now being made available for use in such allied 
consumer markets as ladies’ and men’s leather shoes, 
leather handbags, leather luggage, leather belts, leather 
sportswear, leather furniture, automobile leather up- 
holstery and trimmings. 

Coincidental with this announcement by the National 
Association of Leather Glove Manufacturers comes the 
report that Leather Lav is being made available for 
industrial use throughout the leather industry to cut 
down costs of factory spoilage. 

Endorsed and distributed by the NALGM, Leather 
Lav currently is being presented to leather glove coun- 
ters throughout the country by the more than 200 
representatives of the NALGM membership. A non- 
inflammable concentrate which remains non-inflam- 
mable when diluted, it cleans leather in seconds, leaving 
no patch or ring marks. In addition, Leather Lav in- 
corporates a special oil restorative action. 

Developed after extensive research by a_ world- 
famous woman chemist now the chemical consultant 
for the NALGM, the product will be packaged in bulk 
for shipment to leather product manufacturers of such 
items as gloves, shoes, luggage, belts, wallets, sports- 
wear, and leather auto upholstery and trim, leather 
furniture, etc. 

“In addition to its ability to help the sale of leather 
gloves, Leather Lav will prove a boon to all leather 
goods manufaceurers long troubled by grease, oil, and 
other costly stains caused in factory handling,” de- 
clares James H. Casey, Jr., Secretary of the NALGM. 

Casey laid particular stress upon the desirability of 
Leather Lav because of its non-inflammable nature. 
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Richardson's conventional arch supports, 
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RECORDER SURVEY OF CURRENT CONDITIONS IN SHOEMAKING CENTERS 


Manufacturing 
td Markets 


New York 


T HERE has been a last minute rush to complete whatever 
orders were in production before the annual holiday-vaca- 
tion period for most New York shoe manufacturers begins. 
It has become customary to close the factories on the Friday 
before the July 4th week-end and to reopen them two weeks 
later, What will increase the enjoyment of this period is 
the knowledge that there is enough cutting ahead for the 
next six weeks and more, so that when manufacturing re- 
sumes, production will be steady. 

As to the general business feeling, many of the manu- 
facturers have indicated that business is very good and that 
compared with the same period last year is ahead quite 
satisfactorily—in some cases as much as 20 to 30 per cent. 
This increase is attributed to varying factors 
price line, a change in management, broadening or cutting 
down on the number of lines, as the need may be, selling 
to more and better stores, etc, 


a change in 


Some manufacturers have already begun to formulate 
their ideas and plans for resort, cruise and Spring 1956 
lines. In the meantime, shoes in the making continue to 
put pumps in the favorite position. Soft construction, bet- 
ter fitting, slim lines—all are important considerations. 
Closed toes seem to be getting the preference and one 
manufacturer reported that retailers have a more cautious 
approach to the wide open toe pumps and sandals 
ing the smaller toe closing more often, Suedes, of course, 
are important, with luster calfs still going strong. 

Prospects for continuing good business, at the manufac- 
turing level, are encouraging and this would indicate that 
shoe retailing is good too, for the latter is certainly the 
barometer that reflects activity at the point-of-sale. 


specify- 


Chicago 


FALL production is now well under way in the Chicago 
area and some early deliveries are already out. Most re- 
tailers have rounded out their Fall ordering program. 
Basics were finished up last month, sizing on novelties is 
still coming in, and slipper business should be finished off 
within the next few weeks. Casuals are still being ordered 
by some retailers who held off until last in this division. 

Up to now, a number of houses have been pressed to 
make deliveries on their early suedes, chiefly the light 
weight open versions for summer promotion, Some stores 
wanted these as early as June, but most are getting them 
through this month and next. Although many suede shoes 
have been ordered, this year finds a good deal more calf 
in the picture than formerly. There have been shifts of 
from fifteen to twenty per cent from suede to calf on the 
part of some volume buyers. The development of the 
analine and textured leathers is believed responsible. Also, 
there is a growing tendency to buy more colors in this 
season, and the calfs offer excellent variations. The brown 
family has proved stronger than had been expected, al- 
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though black is, of course, the top seller. Avocado, which 
gained strength through the Spring and even into Summer, 
is still holding up with some pairs in every order, and a 
good percentage placed by the style sources. Red is spotty 
in its demand. Although it has dropped off somewhat from 
previous seasons with high fashion stores, it is ordered in 
a range of sizes and representative styles by volume and 
middle-of-the-road buyers. It has been accepted as a year- 
round basic in this field. 

One dominant factor throughout the market has been 
the increase in orders for flats or very low heel shoes, par- 
ticularly the sweater pump. It did well in light colors for 
Spring and Summer and is being continued in patent, 
suede, and smooth leather for Fall. Retailers like it for 
its fitting qualities. Also, they point out, it gives them an 
excellent promotional shoe for the misses department where 
the girl has gone beyond size three. It is being accepted by 
many as a replacement for the classic one strap. At least 
a half dozen manufacturers who never featured this type 
before have gone into it. 

The trend to acceptance of the soft types of construc- 
tion in women’s shoes continues and is expected to be big- 
ger this Fall than last Spring. 
that it has yet to reach its peak, but that it may do so this 


Fall. 


Some authorities believe 


Milwaukee 


MANUFACTURERS in the Milwaukee area are conclud- 
ing the first half of the calendar year in high spirits as 
factories are well under way on production schedules. Work 
is now in progress on August deliveries and is particularly 
heavy in children’s shoe factories on back-to-school orders. 
Most early shipments will begin arriving at the stores in 
mid-July, following annual vacation periods in most plants. 

Several manufacturers predicted a good reflection on shoe 
business from the recent boom in hard goods production 
and sales. When there’s more employment in hard goods 
and more money being earned, people buy those extra pairs 
of shoes, was the consensus. 

Tanners interrogated said that business is good and most 
of them said they expect business for the first six months 
Leather shipped has been 
higher than a year before, quantity-wise, but dollar volume 
does not show such a large gain. 


to exceed that of a year ago. 


Increasing importance of black in men’s and children’s 
lines was the big style news for Fall from, manufacturers 
in this area. A decided jump over previous years was re- 
ported by one concern in boys’ black grain styles, as well 
as in shoes for girls and misses. One large manufacturer 
of children’s shoes reported a demand for zipper oxfords 
with “fitting action” and front goring in black and brown 
suede and brown and burgundy grain. Softy leathers in ox- 
ford types and grain leathers in gore-type loafers will be 
increasingly important in the Fall. Another predicted a 
“sell-out” of his firm’s softy gore tassel loafers. 

All children’s shoe manufacturers said that thev are try- 

[TuRN TO PAGE 54, PLEASE] 
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Manufacturing and Markets 
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ing to keep production on a schedule that will enable them 
to make most back-to-school deliveries early in August 
when retailers’ schoo] business and promotions start. 

While mid-lowtops are going to be important nationally 
this Fall, dealers in the rural areas are still ordering a pre- 
ponderance of conventional five and six-eyelet styles in 
men’s shoes, manufacturers said. Grain leathers, particu- 
larly in the Mid-West, are selling best and in llama colors. 
Brown is definitely the color in upstate and rural areas, 
while black is the leader in urban areas, a sales manager 
stated. All agreed that men’s shoe colors are definitely 
away from burgundy tones but that the deeper tans are in 
demand. Algonquin styles, custom toes, tassel loafers and 
softer tannages in all Winter styles are most important. 

Italian influence is important but again is localized in 
urban centers. Business executives and white collar con- 
sumers are buying more of the shoes with Continental top- 
lines and modified narrow walled toes, salesmen have re- 
ported. One manufacturer said that a large percentage of 
dress shoe orders have been for three and four-eyelets with 
the slim look in black and charcoal tones and soft grains 
in dark brown. Another said that mid-low patterns thus 
far have represented a third of their orders for Fall. 


New England 


“Wer short-ordered ourselves.” That’s the comment of 
many of the women’s shoe producers in the New England 
area. And particularly those in the lower and medium 
price levels in the casual and novelty field. 

Many sudden re-orders and fill-ins from retailers, as a 
result of good weather and consequent good business 
through the May-June period, caught a good share of the 
manufacturers short-handed. The rush of orders to sup- 
pliers for instant delivery couldn't be filled on time, as sup- 
pliers were in the same short-handed dilemma against these 
unexpected conditions. Result: unrecoverable business lost 
by suppliers, manufacturers and retailers alike. A_perti- 
nent comment: “We simply underestimated the demand by 
consumers—along with the favorable effect of consecutive 
weeks of good weather. We just bad-guessed ourselves 
out of a lot of business just waiting to be picked up.” 

Nevertheless, most New England manufacturers have 
finished out their June with gratifying figures. Following 
the traditional shoe factory close-down during the week of 
the Fourth, expectations are for healthy production runs 
through July and August for Fall deliveries. In fact, some 
factories with hefty Fall orders on the books are planning 
to continue working some of their departments right 
through the vacation period. 

Most plants, however, will use the vacation week for 
general fix-up activities—painting, plant repairs, rearrang- 
ing of department layouts, installation of new equipment, 
etc, 

Some of the smaller and marginal producers are becom- 
ing a bit skittish on the outlook ahead. Talk continues of 
the “inevitable” decline in production in the months ahead 
as a result of recent record-high output. But no concrete 
signs of it yet. May shoe output in New England was about 
20 per cent ahead of May 1954, and June is expected to 
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show a gain of around four per cent. Both July and August 
are expected to stay ahead of output for the corresponding 
months of 1954. Yet the feeling of “it can’t last” continues 
to prevail to some extent. 

The men’s shoe producers in the Brockton area are oper- 
ating under what’s being termed as “normal” conditions. 
Most feel they’re over the peak and are settling on more 
level ground. One interesting comment: “If we can inspire 
men to wear distinctly different shoes for a Fall change- 
over—as we did with the Summer Shoe campaign with 
some success—it might be the lever to give the needed 
production and sales boost.” 

Talk also continues of prospective price increases—par- 
ticularly in men’s shoes, but also moving into other 
branches. Nothing is expected to be done on this, however, 
until Fall, which means a wait-and-see period ahead. Likely 
the chief reason that will be cited is the increased cost of 
machinery rentals or leasing, which is adding to pairage 
output costs, 

One phase of New England shoe factory activity that’s 
bustling is “hot item” shoes, mostly women’s. There’s a lot 
of creative activity here in an effort to come up with fresh 
ideas that can move swiftly and profitably into Summer 
retail promotions. Manufacturers are citing this as a nice 
between-season business with a gratifying profit turnover— 
if and when these spontaneous creations hit the target of 
retailer and consumer appeal. 


St. Louis 


LARGER initial orders have been placed by the nation’s 
retailers with St. Louis shoe manufacturers as sales man- 
agers compare current sales with those for this period last 
year. Though some believe they may have gotten orders 
in May that they picked up in June last year and that as 
a result the five to 20 per cent gains will even out by June’s 
end, still others fee] that June will continue to be a strong 
selling month. 

Retailers, generally speaking, are planning for a big 
Fall season and with inventories down, many manufacturers 
here feel certain that substantial gains will still be regis- 
tered at the end of June. It’s a matter now of “wait and 
see.” 

With women’s specialty houses, black dominates the 
selling picture. There’s been a slight upswing in orders 
on black suede, and black calf promises to be bigger than 
last year. New finishes such as mat calf reportedly are 
receiving excellent consumer reaction where already on 
sale at retail and, though necessarily limited, mat calf 
does contribute its bit to black’s selling strength. 

Brown is the second strongest category with tones rang- 
ing from henna to town brown desired. Darker tones of 
green also figure strongly . . . especially olive and antique- 
finished avocado. 

Children’s firms are racing along and will have no‘trou- 
ble keeping their factories busy . . . in fact, the reverse 
promises to be true with several firms . . . they must keep 
themselves from being oversold so as not to run into diffi- 
culty on late deliveries. The latter is true for both school 
and dress-type lines. 
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many Fall brown fabrics, particularly 
coatings and suitings, are shoes com- 
bining three shades of brown—a range 
from medium dark to pale beige; or 
two-tones, two materials such as cop- 
per patent with medium dark brown 
suede. For dressier occasions, brown 
suede subtly trimmed with amber 
jeweled treatments or gold ornaments 
is important. For casual significance, 
camel-toned shags loom strong. 


GREEN—Also emerging as fashion- 
ably significant. It is very new in the 
mossy and avocado shades which ap- 
pear in everything from tweeds to 
chinchilla—these calling for avocado 
or olive smooth leather footwear ac- 
cents for a unochromatic look. Then it 
darkens into the hemlock and charcoal 
tones found in woolen plaids, wool 


and suitings, chinchilla and cotton, of 
course. Navy footwear is obvious—for 
ensemble coordination, one manufac- 
turer has introduced a black suede 
strap, the vamp trimmed with patches 
of dark green and dark blue suede. The 
combination is surprisingly adaptable 
to other navy apparel. 

Plaids dominated by blue, green and 
gold or red, green and gold take Plaid 
Green Suede, off-times touched with a 
button or other minute touch of gold 
kidskin. Patterns dominated by red 
and blue take the same combination in 
footwear. 

The advent of plaid’s influence on 
Fall juvenile footwear also takes shape 
as trimming to red calfskin, black calf- 


XE... 


you haven't experienced the 
“complete” satisfaction of building 


skin or black patent leather ... red or 
green grounded plaid leathers being 
used for bows and heelcovers, or as the 
body of the shoe with the solid tone 
appearing in a mudguard. 
NOVELTIES—Though obviously 
limited in sales appeal, several fabrics 
in the ready-to-wear field have stimu- 
lated Fall shoe styles. Suit tweeds, for 
example, are repeated in footwear 
trimmed with smooth or luster calf; 
flannels have been coupled with black 
or copper patent or red or green plaid 
leathers; novelties such as red, white 
and black pin dotted corduroy or black 
and white checked dresses set off with 
red, are complimented by black calf or 
patent footwear touched with red. 


@ SUPERIOR FIT... 
® NO MARK-DOWNS 
® SATISFIED 


coatings and nubby textured tweed 
corduroys. With the advent of plaids 
(to be considered later) this tonality 
should not be overlooked. Plaid green 


a sound, profitable business on 
MILLER Barefoot Freedom shoes 
—you've missed something—to say 
nothing of the extra and steady profits. 


REPEAT CUSTOMERS 


is one leather providing the harmoni- 
ous footwear accent, particularly suede 
finished. 


BLUE—Prominent, of course, in al- 
most every type of Fall fabric from 
classroom ginghams to party taffetas. 
Navy is basic—in coatings, suitings 
and as a partner to other colors in 
checks and plaids. For a lively dark 
blue, more appropriate than Flight in 
its tonality, there is Kerry Biue. The 
other blues apparent in fabries range 
from the oriental tones to the softer, 
grayed tones (Dior Blue) and into the 
Periwinkle family. Here again, com- 
bination shoes seem right—blue calf 
lightened with Bluebell and Wedg- 
wood, for one particularly pretty ex- 
ample. For party promotions, Radiant 
Blue luster and bright blue velvet are 
appealing footwear materials. Also in 
a dressier vein are blue suedes subtly 
brightened with ornamental detailings 
of blue luster calf. 


PURPLE—A _ Springtime success 
that shows no signs of diminishing. 
It’s evident everywhere—deep purple 
in tweeds, plum toned velveteens, violet 
tones worked with white and black for 
prints and woven fabrics, lilacs and 
mauves in checks and plaids, on into 
mauvy pinks and pale lilacs for party 
frocks. For volume, black suede or 
patent with touches of lavender or pink 
in ornamentation. For true fashion— 
Paisley Purple suede or plum smooth. 


PLAIDS— While featuring many 
colors already mentioned, they stand 
alone in the fabric world. Paris has 
brought them back into fashion at the 
women’s level—thus giving glens and 
clans more fashion appeal in the chiid’s 
world where they live season after 
season. Black Watch—especially fav- 
ored, recognized by its navy ground 
worked with a deep, blue green, is seen 
in every feasible fabric—wool coatings 
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Selling Work Shoes a Specialized Business 
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fied by a descriptive card which points 
cut the construction features and also 
states what the shoe is particularly 
suited for. One for instance reads, “Oil 
resistant sole. Good for garage work- 
ers, machine shop men, gas station 
attendants.” 

With consistent display such as this 
Mr. Krueger points out, customers are 
sold before they come in. But when 
they come, it is imperative that they 
be given excellent service and that 
shoes fit. The store carries a large 
stock that covers the best selling styles. 
Most of them are stocked in B’s 
through E’s and up to size 13. Some of 
the best selling types are those with 
vil resistant soles, and a cushion crepe 
wedge sole in both oxford and high 
shoe. Shoes with soles that don’t mark 
the floors are particularly popular 
with carpenters. 

Exclusive men’s shoe stores, or com- 
bination men’s furnishings and shoe 
stores, also find work shoes highly 
profitable. An outstanding example is 
Dannen Shoes, a men’s shoe store lo- 
cated at Madison and Halsted in 
Chicago. Anyone at all familiar with 
Chicago might well question how any- 
one could have a profitable business 
at that location, especially in quality 
and nationally advertised brands of 
shoes, since it is in the heart of “Skid 
Row.” 

However, business for this 42 year 
old firm comes entirely from outside 
the area. An estimated 35 per cent of 
total sales are in work shoes. When 
the store, which has been under the 
same ownership all these years, was 
founded, this was a residential neigh- 
borhood for workingmen, craftsmen, 
and tradesmen, Although the neigh- 
borhood has changed, customers have 
not. 

Dannen’s carries so many work 
shoes including safety toes, that it car- 
ries a listing in the classified telephone 
directory which lays claim to “the 
largest stock in the country!” Work 
shoes and safety shoes are so much a 
part of the business that the store is 
also known as Dannen Safety Shoe 
Company. 

The store currently stocks some 75 
different styles, which means it is pos- 
sible to fit each workman who comes 
into the store with whatever type of 
shoe his job requires. This includes 
about 35 styles of safety shoes. Selec- 
tions run in as many patterns, colors, 
and variations as possible in both low 
and high shoes. All possible sizes are 
carried in widths from A _ through 
triple E’s. The store’s reputation for 
selection on safety shoes has also 
brought it women customers. Despite 
the fact that it is otherwise an exclu- 
sive men's store, women report it 
about the only place where they have 
e selection. Therefore practically all 
patterns manufactured in women’s 
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safety shoes are always carried in stock. 

No new customer is ever fitted with- 
out being asked exactly what his job is. 
Records are kept on regular customers. 
The voluminous size of these files is 
proof of the number of customers, 
whose addresses are found in every 
part of the city and in many suburbs. 
The records are never used for mail 
solicitation, since it has been found 
that once satisfied, customers naturally 
come back. They are used for aid in 
fitting when a man comes in. Refer- 
ence to the card means merely going 
to stocks for a replacement. The rec- 
ords are also valuable in showing the 
customer from time to time the wear- 
ing qualities of his shoes. 

The store specializes in branded 
work shoes and carries the majority 
of the leading ones now manufactured. 
In addition to heavy-duty shoes, the 
store does an excellent business in a 
utility shoe that is somewhat dressy in 
appearance. Known as a policeman’s 
shoe, it is manufactured to the store’s 
own specifications. It is also sold to 
men who are out of doors a great deal, 
or in vocations where they want shoes 
that look dressy. Because the store 
management has always made it a 
policy to show a personal interest in 
the man who works for his living, 
often on a day to day income, liberal 
adjustments have proved an excellent 
source of goodwill. 

All of the work shoe business in a 
metropolitan area is not in the city 
itself, however. Suburban stores also 
get their share of the business. In 
many city stores, the work shoe busi- 
ness has been fairly stable for a num- 
ber of years. Since population remains 
much the same in the older neighbor- 
hoods, business goes on regularly, but 
there is little opportunity for growth. 

In the suburbs, however, many store 
owners have watched their work shoe 
business grow with the community. 
And since many suburbs are still ex- 
panding, many have not yet reached 
their ultimate sales potentials. 

The Square Deal Shoe Store in 
Desplaines, Ill., a suburb about 15 
miles northwest of Chicago, is a family 
store. Louis Cappazolli, son of the 
owner and founder, describes their 
stock as from “A to Z.” This includes 
women’s fashion shoes up to $16 in 
price in addition to a good stock and 
selection of styles in work shoes. Most 
of the customers for the latter are 
truck farmers from the area, factory 
workers, truck drivers, and garage and 
service station attendants. Here again 
emphasis is placed on providing the 
shoe that will give the best service in 
each man’s job. Mr. Cappazolli points 
out that it is most essential never to 
give a man a shoe suited for inside 
only if he has an outside job. This 
store was established as a combination 
shoe repair shop and retail shoe store. 


The repair department is still main- 
tained and repair of work shoes is en- 
couraged. It has been found that will- 
ingness to give repair service means 
that customers remain with the store 
and make repeat purchases whenever 
they need new shoes. 

Although not fundamentally a work 
shoe store, the Giesche-Rice Shoe Store 
in Downer’s Grove, a southwest sub- 
urb, finds a constant demand for cer- 
tain basic types. Other types of stores 
in town play up work shoes to a great 
extent. This family store emphasizes 
fit, quality, and service and carries a 
good range of sizes for its customers, 
who are chiefly construction workers 
(new home building is booming in the 
territory), mechanics and garage and 
filling station men, and truck drivers 
and a few farmers. Stock is built 
largely around three different types 
which include a regular horsehide 
heavy-duty shoe, a lace-to-the-toe shoe, 
and low shoes with oil resistant soles. 

A good farm trade would hardly be 
expected within twenty miles of a 
large city like Chicago, but that is the 
case in Arlington Heights, IIl., the 
heart of a rich farm country. The com- 
munity is beginning to change some- 
what as the town swallows up a few 
farms in suburban developments, but 
the Arlington Bootery still carries a 
good stock and range of sizes. Work 
shoes are a consistent and profitable 
part of its family shoe business. In 
particular demand are heavy horse- 
hide shoes worn by the farmers. 

Elgin, a sizable small city a bit 
farther northwest, also has many rural 
customers. There the Wise Shoe Store 
has made work shoes part of its ex- 
pansion into a family shoe store. This 
store maintains a regular mailing list 
of workshoe customers, many of them 
farmers. To encourage multiple sales 
to families, the store operates a 
“Cheaper by the Dozen Club.” With 
each 12 pairs of shoes purchased with- 
in a family, a thirteenth pair of chil- 
dren’s shoes is given free. This en- 
courages men to make the store their 
work shoe as well as regular dress 
shoe headquarters. 

It is well for suburban and small 
town retailers to remember that a large 
percentage of this country’s population 
still lives on farms. Special emphasis 
on heavy-duty outdoor shoes can bring 
in extra sales. 

Retailers in smaller cities often lose 
out on work shoe business because of 
lack of initiative. They should be 
aware of the fact that if their com- 
munity has any industry at all, there 
are work shoe customers. Larger indus- 
trial concerns often provide their own 
work shoe and safety shoe depart- 
ments, but many smaller firms do not 
wish to be troubled. 
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Gains at Retail Indicated 
in Mid-Year Sales Study 
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expects matters to work out, that 
record will be topped in the second 
half of 1955 by about 10 per cent. 

The second half of 1954 proportion 
of sales to the total year (53.7 per 
cent) is one of the highest on record. 
It compares with 46.3 per cent done 
in the first half of 1954. In 1953, 
as the monthly sales percentage tabu- 
lation indicates, the second half showed 
52.8 per cent of the total year’s busi- 
ness done in retail shoe stores, com- 
pared with 47.2 per cent done in the 
first half of 1953. 

In the preceding year, 1952, the 
second half proportion was close to 
record-breaking, at 53.9 per cent, com- 


pared with only 46.1 per cent in the 
first half, whereas 1951 showed at 
50.2 per cent for the second half and 
49.8 per cent for the first half. 

Even in 1950, despite the distortions 
caused by the Korean War, the sales 
ratios were closer to normal than in 
1954. Thus, the second half of 1950 did 
52.3 per cent of the year’s total busi- 
ness and the first half 47.7 per cent. 
The year 1949 showed an even split 
at 50 per cent for each half, while the 
first year shown, 1948, had 51.4 per 
cent of the year’s total business done 
in the second half and 48.6 per 
in the first half, 

With an exceptionally fine line of 
shoes likely to be offered in 1955's 
second half, and with prices reason- 
able and advertising and promotional 
activities—from manufacturer through 
retailer—at record-breaking highs, the 
board feels that the shoe industry 
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Quality 


We Offer Quality™s 
Jobs, Cancellations 
and Closeouts in 
Branded Footwear to 


CANCELLATION \ 


SHOE STORES AND 
SHOE PROMOTION BUYERS 


Our prices on fine shoes, bought direct 
from the best known makers are in line 
with our nationwide reputation for values! 


Open a Cancellation Shoe 


Store in Your Town 


Our New Store Consultants 
Will Help You Set Up a 
Profitable Operation 


M. K. WEIL SHOE CO. 


Rooms: Los Angeles © New York 


finally is likely to gain in the unceasing 
inter-industry battle for a larger share 
of the consumer’s dollar. One of the 
most impressive aspects of the situa- 
tion is the growing recognition by the 
shoe industry of the need of more 
persuasion through educational ad- 
vertising of the great, vital, constantly 
improving products of the $2,000,000,- 
000-plus shoe industry 

Inevitably, the shoe industry ties in 
closely with the broad trends of events 
in the economy and the consequent re- 
sults on the consumer’s buying power. 
In that respect, the board has a strong 
feeling of optimism, with a correspond 
favorable bearing on the future 
of the shoe industry. 

Employment, wages, disposable per 


ing 


sonal income, liquid-asset margin over 
debts and similar economic 
point up an excellent buying founda 
tion. The board sees employment as 
of July 1, 1955, as over 1,000,000 higher 
than the 62,148,000 employment total 
of July, 1954. Wages, too, have been 
rising steadily; average weekly earn 
ings in all manufacturing are now ap 
proximately four dollars a week above 
the $70.92 figure of July, 1954, which, 
in turn, was at all-time-high re 
cord up to that time. 

As shown in the accompanying 
charts, disposable personal income is 
top levels and climbing steadily. 
In the first half of 1955, the annual 
rate of disposable income exceeded 
$261,000,000,000, a gain of $8,400,000 
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Lawmakers have delayed in getting 
started on the assignment bezause of 
a political deadlock over whether the 
White House officially is going to ask 
for standby control powers. 

* * * 


Direction of current trust-busting 
sentiment in Washington is becoming 
clear as representatives of the steel 
and auto industries take their places 
at congressional witness tables. The 
objective is to bust up the giants, if 
possible; clamp tight new restrictions 
on future size and integration. 
Whether or not any concrete new 
laws will be molded out of the heat of 
present feeling, either this year or in 
1956, remains to be seen. But poli- 
ticians looking for ammunition are 
convinced that the climate for new 
trust-busting legislation is the best it 
has been in recent years. 
Most important proposal in the hear- 
ings thus far is probably one made by 
Judge Stanley N. Barnes, tough chief 
of the Justice Department’s antitrust 
division. He urges that a new law be 
passed to require business firms to 
notify the government when they plan 
to merge, 

* * * 
Merchants supporting a better break 
for distributive education—the federal 
aid program which helps schools train 
young people in merchandising, adver- 
tising, and related fields—apparently 
have won their fight in Congress. 
Annual appropriation for the four 
programs lumped under vocational edu- 
cation is about $26 million. Until last 


Washington Newsreel 
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year, DE received only $450,000 of the 


total. Last year, the retail industry 
succeeded in having the amount 
doubled. 


In the latest appropriation bill for 
vocational education, the Senate struck 
out the traditional phrase limiting 
funds which might go to DE—the only 
one of the four programs which was 
limited to a specified amount by law. 

a & a 


The states, including Puerto Rico, 
are free to establish wage and hour 
standards for employes engaged in in- 
terstate commerce which are higher 
than those established by the federal 
law, under a new ruling of the U. 8. 
Court of Appeals at Boston. 

The court ruled against the U. S. 
Labor Department, deciding that state 
minimum wage and hour take prece- 
dence over federal laws when the state 
laws set higher standards than na- 
tional laws. 

+ ~ * 

Steel, open-deck parking structures 
are providing the answer to the park- 
ing problems in scores of cities because 
of low initial cost and possibility of 
standardization, the American Iron 
and Steel Institute reports. 

For stores and downtown parking 
movements, the Institute points out 
that the steel deck structures are quick- 
ly erected, have low maintenance costs, 
flexibility, and ease of moving from 
site to site. 

Meanwhile in Washington, D. C.— 
site of a mass test of a cooperative 
program between stores and parking 




































lot operators—a new gimmick is in use. 
Two parking lot operators have in- 
stalled “park-it-yourself” systems and 
an electrical device the size of a gaso- 
line pump with a semaphore gate 
across the entrance to the lot. It is 
activated either by the insertion of a 
special card in the case of private lots, 
or by the insertion of money in the 
case of a public lot. No attendants are 
needed, 
a ” * 
A six-step program by which com- 
munity business groups and merchants 
ean increase sales and service is sug- 
gested by the Area Development Di- 
vision of the Department of Commrce. 
A checklist suggests: 
1. Make a trade area survey to 
determine where people in the area buy 
commodities or services and why they 
buy where they do. 
2. Conduct a survey of services 
needed in the community for use in 
counseling prospective, as well as es- 
tablished, businesses. 
3. Determine what improvements in 
retail and service trades are desired by 
residents in the trade area. 
4. Encourage seasonal retail busi- 
nesses to consider adding goods and 
services to fil! in during low sales peri- 
ods and to level out sales by better 
timing of promotional efforts. 
5. Initiate an educational program 
by banks, newspapers, and schools on 
the advantages of sound investment as 
opposed to hoarding. 
6. Encourage store modernization 
and “clean-up, fix-up” campaigns. 
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styles accordingly. Best sellers this 
season for boys seem to be the two- 
evelet low topline and the moccasin, 
with the best colors black and char- 
coal. Popular for girls in the 4-814 
size range are the black patent pumps 
and single strap skimmers in white 
and pastels, with pink the leading 
pastel. 
Ye oe 


DETROIT SALES GOOD 
DESPITE STRIKE THREATS 


An optimistic eutlook is the domi- 
nant note of the Motor City shoe mar- 
ket currently. This mood was preva- 
lent for some weeks, and received a 
strong stimulant with the progress of 
negotiations in the automobile indus- 
try, apparently averting the serious 
labor troubles anticipated locally. 





Unusual evidence of the strength of 
the local market was given in the 
two weeks prior to the settlement of 
the Ford negotiations, when, despite 
uncertainty, buying was reported gen- 
erally good by major stores and de- 
partments. This was not a spotty 
market, directed to seasonal special- 
ties, but an over-all solidity that 
seemed to spread “across the board” 
in most departments. What concen- 
tration there was appeared to be to- 
ward the popular-priced shoe, with 
the upper price lines lagging. 

Shoemen in major stores are talk- 
ing of business currently as much as 
35 per cent ahead of last year for the 
same period—~a trend that in general 
reflects the statistics of several months 
rather than just a short peak. 

One trend is notable in the juve- 
nile field—“Davy Crockett is rocking 
‘em and socking ‘em,” as one buyer 
put it; but vacation footwear choices 
were otherwise quite scattered. 


































NEW ENGLAND SHOE SALES 
AT HIGH LEVEL 


THE excellent retail shoe sales con- 
ditions of May have continued through 
most of June in New England. This 
was a needed pickup. 
However, the high level of May and 
June sales have brought the six- 
months’ totals over to the “plus” side 
so that they’re ahead of the same pe- 
riod of last year. 
Due to a fine break in the weather 
through both May and June, whites 
have had “the best season in some 
years,” according to comments. A 
“surprise” color has been the demand 
for a tighter-than-navy blue, mostly 
in women’s dressy types. The in- 
creasing demand for deep-shelled and 
scooped-out pumps continues. Flat- 
ties and sandals (the latter both in 
low and high heels) are getting strong 
cali. But top “specialty” item is still 
the softie-casual. These in many stores 
are accounting for a good share of the 
[TURN TO PAGE 60, PLEASE] 
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000, or 3.3 per cent over the previous 
record fer this half in 1954 ($252,600,- 
000,000 in the first six months of 1954). 
Per capita, disposable income is rising, 
too, having been in the first half of 
1955 at the new high of $1,593 for 
every man, woman and child in the 
U. S., compared with $1,561 in the 
first half of 1954. 

Besides the record-breaking current 
and prospective carnings of consumers, 
the financial condition of the general 
public has never been stronger. Indi- 
viduals throughout the U. S. now 
own a total of $400,000,000,000 esti- 
mated by the board of such financial 
assets as cash, bank deposits, savings 
and loan shares, insurance and govern- 
ment securities. That compares with 
$379,900,000,000 at the end of 1953, 
$360,400,000,000 at the end of 1952, 
$340,100,000,000 at the end of 1951 
and $324,300,000,000 at the end of 1950. 

In addition, individuals own approxi- 
mately $300,000,000,000 worth of cor- 
porate stocks and bonds. Combined 
with the $400,000,000,000 of other as- 
sets mentioned in the preceding para- 
graph, the total is 700 billion dollars— 
not far from three quarters of a tril- 
lion—or more than 300 times the an- 
nual sales of all footwear in the U. S. 

Cash items of individuals alone have 


been mounting steadily: currency and 
bank deposits now approximate $158,- 
000,000,000, compared with $154,500,- 
000,000, at the end of 1954, $147,700,- 
000,000 at the end of 19538, $142,900,- 
000,000 at the end of 1952, $136,100,- 
000,000 at the end of 1951 and $130,- 
100,000,000 at the end of 1950. 

Of course, there is a debt side to 
this, too: individuals’ mortgage debt 
and consumer debt approximates $95,- 
000,000,000, consisting of about two- 
thirds mortgage debt and one-third 
consumer debt. That is up from $90,- 
000,000,000 at the end of 1954 and from 
$53,600,000,000 at the end of 1950, but 
this is merely a reasonable rise in 
such debt and is not considered by 
the board to be at all out of proportion 
to the general advance of the economy. 
The $600,000,000,000 existing net equity 
of total U. S. individuals (financial 
assets less liabilities) represents a 
record high of savings, auguring very 
well indeed for potential sales of 
shoes, as well as other desirable prod- 
ucts of the American industrial sys- 
tem. The large totals of savings are 
considered by the board to be far in 
excess of what is necessary and there- 
fore much of this should be convertible 
into sales through strategic and per- 
suasive advertising and promotion. 

Steadily climbing, too, is the net 
working capital of American corpora- 
tions, pointing to ability to finance 
expansion, experimentation, new prod- 
ucts, and advertising promotion. Net 


working capital of U. 8S. corporations 
approximates $97,000,000,000, com- 
pared with $94,400,000,000 at mid-year 
1954, $93,000,000,000 at mid-year 1953, 
$90,100,000,000 average for 1952 and 
$86,500,000,000 average for 1951. Total 
current assets of about $190,000,000,- 
000 are approximately double all cur 
rent liabilities, and cash items alone 
exceed $50,000,000,000. 

It is small wonder, then, considering 
this financial strength as well as the 
broad existing confidence of business- 
men in the future, that plans for ex- 
pansion of plant are at unprecedented 
peaks. 

Expenditures for new plant and 
equipment by American industry are 
likely to approximate a new high 
annual rate of $28,000,000,000 for the 
second half of 1955. That would com 
pare with $26,500,000,000 in the sec- 
ond half of 1954. Aside from that, 
there are many impressive potentials, 
for here indeed is a nation that is in 
the market for many more billion dol- 
lars worth of new highways, new 
echools, new homes, hospitals, labora- 
tories, factories—and everything else 
that new developments and resourceful 
salesmanship can persuade a prosper 
ous people to put into them, Typical 
ingenuity and invention, moreover, 
mean the production of many new 
desirable products. 

With all these stimuli in operation 
or in potential development, the pros 
pect for the entire economy—and there 
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The Last Mystery 


tion, but as long as various shoe manu- 
facturers go in for various size codes, 
standarization has not much chance of 
becoming a reality. 

All measuring instruments, what- 
ever their technical merits, promote 
routine. And routine promotes mental 
laziness. When all is said and done, 
it is the fitter’s experience and his 
knowledge of individual last features 
which decides success or failure in fit- 
ting. No measuring device can indicate 
the TYPE of feet, flaccid or rigid, bony 
oy fleshy. That’s where the know-how 
comes in. 

A customer who has found his shoes 
a perfect fit, returns to the same store 
15 months later for an exact repeat. 
An identical pair, produced with pride, 
pinches like blazes. Walk out. Com- 
plaint to makers. Investigation. 

Re-lasting reveals no blunder in the 
making-room, But a check on measure- 
ments and on the weight of the lasts, 
discloses shrinkage of the wood, caused 
by excessive warmth in the store-room. 
Excess humidity of atmosphere will 
cause the contrary. In both cases there 
will be a greater change in the width 
than in the length, owing to the way 
the block is cut from the log. 

Your customer, Mr. Fitter, finds that 
those golf-brogues size 9B fit much too 
tight. So, to make sure of ample width, 
you try 9D. 

Says the lady, “Very nice, very 
comfy, but they seem longer to me, my 
feet look like boats anyway. No use 
to make them longer still.” 

Isn’t she a fusspot! Fortunately the 
size is not in code, so you can prove 
both shoes are in fact size 9. Eagle- 
eyes is not amused, Out she walks. 

Was she right? Of course she was. 
Lasts in larger fittings are usually up 
to half a size longer than the same size 
in narrower fittings, to prevent clumsy 
appearance. Seems there is a lot to 
learn about lasts. 

As the living cell is the source of all 
organic life, so the model lasts are the 
basis for a complete run of sizes, pro- 
duced on the turning lathe. 

I seem to remember that the Gilman 
lathe, used in America, produced the 
left mates of right lasts by a process 
of reversion. The British duplicating 
machine and the German Fagus lathe 
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use a different way for the simultane- 
ous production of both mates from the 
master models. I suppose there are 
good reasons for each particular 
method, 

While there may be difference in 
details, the operation of all these ma- 
chines is based on the principle of the 
good old Pantograph, allowing in- 
crease or reduction of dimensions. 
These lathes are high-grade precision 
instruments, so precise, in fact, that 
even a postage stamp stuck on the 
surface of a master model, would ap- 
pear magnified on all larger sized 
lasts. To prevent lack of accuracy by 
mechanical enlargement of minute 
abrasions on the surface of master 
models, their edges are carefully 
armored with flush metal previous to 
the process of turning. 

The primary selection of suitable 
blocks, their storage and their prepa- 
ration by kiln-drying amounts to a 
fascinating story, unfortuately too 
complex for the purpose of this article. 

Notwithstanding all the toil and 
trouble taken during mechanical grad- 
ing, each last is next individually 
checked for accuracy of measurement 
and of lines. Templates, tapes and 
special instruments are put in action 
to check details such as the correctness 
of the innersole pattern, the pitch of 
the last, the height and the curve at 
the back and so on. Any reshaping of 
the delicate toe-line must be done by 
hand, 

One has to watch women walk and 
dance and survive in their shell pumps 
and nude sandals to appreciate the 
accomplishments of last making. Still, 
the customer, seeing only the spare- 
ness of material, often just a sole, a 
heel and a few strips and straps, won- 
ders why so little should cost so much. 
The consumer is left in nearly com- 
plete ignorance of the effort and the 
stiff extra expense for new lasts and 
new patterns, to say nothing of knives 
and etceteras, required for styling and 
making these smart nothings. 

The more is the pity, because there 
really is a fascinating story to tell, 
something far more interesting than 
that old, old record of trite phrases, 
played to every customer alike in most 
shoe stores. 


The Mystery of Lasts as it persists 
today, is a mistake shared by manu- 
facturers and retailers alike, with but 
a few most praiseworthy exceptions. 
The maker invests much money in 
lasts and all that goes with them but 
does not bother to tell the fitter, who 
can make or mar the reputation of the 
brand, what are the features of any 
particular last. 

Now, look at the retailer’s publicity 
efforts. Hardly ever do their ads and 
their show-windows stress the extra 
value offered by the introduction of 
new lasts for better fit and therefore 
more comfort, even in hot styles. Last 
makers, shoe manufacturers and re- 
tailers should make it routine to ac- 
quaint the sales staff with the build 
and purpose of every last that goes on 
the shelves. And particularly with the 
lines of the innersoles. 

The acid test of goodwill building 
shoe salesmanship is the fitter’s ability 
to associate instinctively the build and 
the feel of a client’s foot with the fea- 
ture of a particular last. The fitter 
who tells his customer, “I am sure I 
have just the right last to fit your 
foot,” has established his technical 
standing in the customer’s mind by one 
impressive phrase. As each style is 
shown, the feature of the last should 
be stressed in just a few words. The 
greater freedom of the toes, the firmer 
grip on the heel, the improved comfort 
for the ball of the foot. These are the 
points foremost in many customers’ 
minds when buying shoes. To mention 
them in connection with the last is an 
approach all too seldom used in shoe 
stores and therefore the more convinc- 
ing. 

The more interest you take in the 
technicalities of your trade, the more 
you will feel how your sales talk be- 
comes more convincing. But never for- 
get, customers like to be told but never 
to be lectured. There is no such horror 
as the bore on the fitting-stool. 


Note: To anyone interested in de- 
tailed size charts, I recommend the 
Shoe and Leather Lexicon, published 
by the Boor AND SHOE RECORDER, a 
most useful pocket encyclopedia for 
shoe men. 
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expanded or “extra-pairage” sales. 

A little surprising to many of the 
children’s shoe retailers has been the 
good demand for children’s Summer 
playshoes—-shoes with mesh or cutout 
or sandalized treatments, and with 


dashes of Summer-look color. Retail- 
ers having stocks of these lightweight, 
cool and colorful shoes (most are in 
the medium and lower priced brack- 
ets) for display and promotion are 
reporting fine response. 

Men’s Summer-weight and Summer- 
look shoes are reported doing fairly 
well. “Not as good as we might have 
hoped,” said one retailer, “but at 
least we're on the way to getting men 


to change from Winter-weight to 
Summer-weight shoes with the warmer 
weather.” 

Rubber-fabric casuals in men’s, 
women’s and children’s footwear are 
likewise doing well. The use of more 
“shoe-like” styling, plus the greater 
variety in the patterns, textures and 
colors of materials, is cited as the 
chief sales-motivating force in this 
field. 
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fore definitely for the shoe industry— 
is an optimistic one. Gross national 
product (total spent for all goods and 
services in the U. 8S.) pushes steadily 
to new highs, and as the chart accom- 
panying this article indicates, it is 
reaching for a maximum by the end 
of 1955, when it should approximate 
$385,000,000,000, compared with $357,- 
200,000,000 in 1954, $364,900,000,000 
in 1953, $346,100,000,000 in 1952, $328,- 
200,000,000 in 1951 and $285,100,000,- 
000 in 1950. 

The production of the nation has 
been stepped up sharply, as indicated 
in the current production index of 
about 140, a 14 per cent rise over 
mid-year 1954, but sales generally con- 
tinue to outrun the rising rate of in- 
ventory accumulation. Additionally, the 
nation’s demands must fundamentally 
rise as population expands. 

The extremely rapid growth of popu- 
lation is, of course, a great foundation 
for expansion in the shoe industry. 
The 4,021,000 live births of 1954 were 
up 2.9 per cent over the previous re- 
cord, the 3,909,000 live births of 1953. 
Another new high is in the making for 
1955. 

At the same time, the death rate is 
decreasing, which results in advancing 
the rate of population growth. During 
1954 an estimated total of only 1,481,- 
000 deaths was registered in the U. S., 
giving a rate of 9.2 deaths per 1,000 
population, excluding the armed ser- 
vices overseas. This is a distinct drop 
in the death rate when compared with 
the 9.7 average of the five previous 
years. 

Our population, now almost 165,000,- 
000, is increasing 7.200 a day, and in 
five short years will jump to above 180,. 
000,000—the equivalent of adding to 
our national market another Alcebama, 
another Louisiana, another Kentucky 
and another state of Tennessee. 

For perspective on this sharp rate 
of growth, our population, including 
armed forces overseas, totaled 162,- 
409,000 July 1, 1954, 159,643,000 in 
1953, 157,028,000 in 1952, 154,360,000 
in 1951, 151,683,000 in 1950 and 131,- 
028,000 in 1939. 

With the rise in population have 
come persistent advances in the stand- 
ard of living as our people become more 
educated, more well-to-do and better 
able to buy the interesting new prod- 
ucts constantly being developed. In 
the second half of 1955 there will be 
over 25,000,000 spending units, or 45 
per cent of the total, with disposable 
income, after taxes, of over $4,000 a 
year. That compares with 12,200,000, 


or 23 per cent in as recent a year as 
1950, and is a good indicator of the 
solidity of the 
expansion. 


base for shoe sales 


July |, 1955 





New High in Service 
[CONTINUED FROM PAGE 47] 


Glass shelves serve as an extension on 
the inside of the glass door panels to 
display shoes. These displays attract 
the attention of anyone reaching to 
open the door. Approximately 2300 sq. 
ft. of floor space makes this a wide, 
bright, modern store. The very high 
ceiling with modern fluorescent lighting 
gives an airy, spacious atmosphere with 
the effect of continued daylight at night. 

Color is used unsparingly to heighten 
the cheerful atmosphere. The floor is 
covered with deep, rich green carpeting 
that is offset by a gold leather bench 
arrangement in the children’s section in 
the rear. Bright coral leather seating 
is used in the women’s division, and 
black lacquered chairs with red plastic 
seats in the men’s section. A teen age 
eetion has seats of orchid shading t» 
purple. In each section, large, attrac- 
tively decorated shadow boxes display 
the latest styles. There are five of these 
boxes to take care of all the shoes on 
display inside the store. 

On each side of the store and in the 
rear there is an open doorway to the 
stock room making it possible to reach 
quickly the shoes for each section. The 
men’s section is on one side, the wo- 
men’s on the other, and the children’s 
and teenagers’ opposite each other in 
the rear. Thus the store seating and 





stock arrangement are coordinated. 
About 12,000 pairs of shoes can be 
stocked at one time, 

The street windows, like the interior 
of the store, are high, large and roomy, 
with the result that displays can be 
arranged decoratively and without 
crowding. The window on the right is 
used for men’s and women’s shoes, and 
in this window a dark and light green 
is used alternately as the color base. 
New types of wrought iron display fix- 
tures are used. 

The window on the left is given over 
to children’s and teenagers’ shoes, with 
the setting highlighted in a combination 
of pink and green, flowers and the use 
of a seasonal toy. A large attraction in 
this window is the colorful clown Clara- 
belle that revolves on a small moving 
platform. The entire window is very 
bright and an effort is made to dispiay 
a wide range of shoes for school, play 
and partying. 

During the 12 days it took to arrange 
and section the stock and provide the 
other store details, residents in the five- 
mile shopping radius watched the work 
and passed comments. “It was like a 
neighborhood welcome,” said James 
Sturgis, manager of the new store. “It 
was good to know that so many people 
were glad to have what they termed ‘a 
good shoe store’ close by.” 

William H. Piper, vice-president of 
Geuting’s, was pleased with the busi- 
ness done on the Easter weekend. 
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Put COMFORT 
in the shoes... 
put PROFITS 
in your 
pocket... 
with 


Keucla 


SPONGE 


CUSHION 


COMFORT INSOLES 


Made to famous orthopedic specifications, 
these insoles cushion pressure, absorb 
shock—ease the work of walking, improve 
the sales “feel” of all footwear. U. S. 
Kem-Blo Sponge is a MODERN product that 
gives balanced wear, won't mat, pack or 
shred. Its scientifically- gauged thickness lasts 
for the life of light or heavyweight shoes. 


Today—the world's most comfortable 
feet walk on U. S. Kem-Blo INSOLES OF 
Sponge—that’s why it's a sure 


lift to your shoe sales. 
The scientifically-gauged thickness of 
U. S. Kem-Blo Sponge, in light or 
heavy shoes under heaviest walking 
pressure—ALWAYS retains that 
extra cushion of comfort, 


UNITED STATES RUBBER COMPANY U.S. Chemical Sponge Dept., 361 Church St., Naugatuck, Conn. 
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RECORDER REVIEW OF CURRENT HAPPENINGS IN THE SHOE TRADE 


Revived Milwaukee Fair Draws Well 





Plans Call for Holding Event Semi-Annually On Strength of First 
Showing After Lapse of Several Years 


MILWAUKEE — A Milwaukee Shoe 
Fair, June 5-8, revived after several 
years’ inactivity, drew a large roster 
of exhibitors and a good buying at- 
tendance from Wisconsin and neighbor- 
ing states. Over 2,000 mailing pieces 
went out for the event, held at the 
Plankinton House, and it is planned 
to hold the Fair semi-annually here- 
after. The next event will be held in 
the early Winter at the Plankinton 
House and another downtown hotel. 
Twice as many exhibitors and double 
attendance are anticipated. 

Milton Tip, Chicago, Desco Shoe Cor- 
poration representative, and Jerry 
Camras, of Parkhill Shoes, Chicago, 
were co-chairmen, aided by B. R. Davis, 
of Miracle-Tread Shoe Company, presi- 
dent of the Chicago Shoe Travelers 
Association. 

Lighter shoes, mellow tannages and 
glove leathers were the big news in 
the Milwaukee show in women’s, misses’ 
and children’s shoes. Black, according 
to orders taken and enthusiasm ex- 
pressed, is No. 1 color in men’s and 
women’s lines. Cordovan was second 
among men’s buyers from this area 
with cedar tones in the brown family 
third. While grained leathers are im- 
portant in men’s lines in this area, 
smooth leathers are still wanted in 
other parts of the country. Mid low- 
tops were being bought in volume. 

The California outside heel is im- 
portant and the Italian influence was 
felt to be “very big” in women’s shoes. 
In trim, tone on tone is the important 
thing, buyers said. 

Retailers were not even looking at 
the harder, “pluggy” types of shoes in 
casuals, but were ordering glove tan- 
nages of elk. Though hard northern 
winters were being considered, buyers 
were concentrating on fashion. Lighter 
platform sweater pumps and open shoes 
in black suede, black calfskin and 


bright colored lustre calf, soft brown 
calf, trimmed pumps, and some an- 
tique red calfskin pumps were in spe- 
cial demand. Avocado is still not only 
in the picture in this part of the Mid- 
west but has extended to casuals as 
well as dress shoes and seemed to be 
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much stronger than it was a year ago. 

In college-type shoes, buying was 
heavy in Cuban heel light boots, Cambi- 
kerry, a new sueded Scotch grain shoe, 
light brushed suede shoes, either print- 
ed or embossed, and loafer types. In 
casuals, foam rubber innersoles and 
arch supports were being sought. Plat- 
form shoes to sell had to be light weight 
and trim. Stitching and lacings are 
important in trim. 

Confusion was noted in the brown 
family, and everything was selling well 
except the very dark browns. Particu- 
larly in Wisconsin and Michigan, there 
is big demand for the light tans, even 
Palomino for Fall and Winter. 

Grains seemed to be stronger than 
the reptiles; there was some call for 
gray and blue. Most orders were 
placed for August deliveries. 





Flagg Brothers Unveils 
Elaborate New York Store 


New York—The new Flagg Bros. 
men’s shoe store at 143 West Forty- 
second Street held its grand opening 
June 11, 

The entire interior of the store is 
visible from the street because of the 
unique lighting system and plate glass 
front which features new-type show 
windows especially designed for shoe 
displays. 

The large vestibule leading to the 
glass entrance doors is air-conditioned 
in Summer and heated in Winter. 

The store is decorated in the new 
Mondrian style copied after the famous 
modernistic painter of the same name. 
With this motif, a half-dozen brilliant 
pastel colors on different wall sections 
are balanced with plain colors to give 
the store’s interior a lively effect. Il- 
luminated wall plaques and display 
tables done in the Mondrian style add 
to the store’s colorfulness. A wall-to- 
wall Scotch plaid carpet is a new note. 

The building is sheated with granite 
surfacing above the first story. Domi- 
nating the front is a sign featuring a 
huge flag with the name “Flagg Bros.” 
mounted on it. Hundreds of lights 
animate the sign. 





Kinney Occupies 
Distribution Center 


HARRISBURG, Pa.—The G, R. Kinney 
Company, Inc, has occupied its spe 
cially constructed building on the West 
Shore after operating a warehouse for 
almost 30 years at 403 South Second 
Street, in Harrisburg, where it also 
maintained warehouse offices at 31 
Market Street. 

The new consolidated office and ware- 
house facilities that comprise the com- 
pany’s new distribution center are lo- 
cated near Shiremanstown, Pa., two 
miles from Harrisburg across the Sus- 
quehanna River to the West. 

About 240 employes are manning the 
new facilities. The Kinney Company 
expended $1,450,000 in establishing the 
new operation in Hampden Township 

Company officials estimated that an 
average of 1,250,000 units of shoes, ho- 
siery and handbags is being distributed 
each month from the warehouse. They 
said this flow is reaching all of the 
company’s 346 stores in 40 states from 
coast to coast. 

Erected on a 22-acre plot, the new 
warehouse contains 197,000 square feet 
of floor space according to Leslie A. 
Carr, general manager. Rail sidings 
inside the building and loading plat- 
forms accommodate six freight cars 
and 10 trailer trucks. 

Great flexibility in storage layout is 
possible in the unobstructed floor areas. 
A chain conveyor tows small trucks un- 
der floor level to distribute incoming 
merchandise to the storage divisions 
and to move storebound outgoing ship- 
ments to the packing area. 

A parkine lot to accommodate 125 
cars is provided on the eastern side of 
the main building. A garage to service 
trucks and trailers was also constructed 
at the site. 

Besides Mr. Carr, key personnel in- 
cludes N. C. Rommell, assistant man 
ager; FE. E. Robinson, office manager, 
and R. H. Lehman, assistant office man 
ager. 


Business Up Say Retailers 


BurraALo— The May retail 
business in this area was somewhat 
better than in the like period a year 
ago according to a consensus of mem- 
bers of the Greater Buffalo Shoe Re- 
tailers Association. 
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New Shoe Section Stocks 100,000 Pairs 
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An overall view of the May Company's enlarged and remodeled women's shoe 
department showing modern display cases and special lighting 


CLEVELAND-——~ The opening of May 
Company’s enlarged and remodeled wo- 
men’s shoe department marked the first 
step in its $1,000,000 modernization pro- 
gram. The shoe department was the 
first of the third floor departments to 
reach completion and represents May’s 
first major remodeling in 25 years. 
According to shoe buyer Floyd Page, 
the department was enlarged for two 
reasons: to provide enough stock space 
needed for the current volume of busi- 
ness and to redivision the sections 
within the department to meet the 
changing demands of today’s consumer. 

By moving the department from 
May’s Prospect Street building to their 
Ontario Street building, the store has 
solved a bottleneck which today ham- 
ners many department store shoe sec- 
tions—lack of adequate stock space on 
the selling floor. By increasing the size 
of the department by 500 feet the sec- 
tion can now stock in excess of 100,- 
000 pairs of shoes on the selling fleor— 
an amount “equal to that of any two 
other stores,” according to Mr. Page. 

Five thousand pairs of house slippers 
alone can now be housed at all times 
in back of the casual shoe bar. The 
stock room is designed for easy accessi- 
bility with wide aisles and efficient use 
of fluorescent lirhtine. It was specially 
equipped with 890.000 worth of floor- 
to-ceiling steel shelving. 

When the shoe department was orig- 
inaily designed about 25 years ago, 
casual shoes accounted for but a small 
part of the overall shoe business. To- 
day, it has become a major selling item. 
Reflecting this trend, the May Company 
increased the seating space in its cas- 
val shoe section from 35 to 75. The 
entire women’s shoe department now 
has a 385-chair capacity. The day be- 
fore the opening, May’s shoe depart- 
ment ran an ad similar to one run on 
that day a year agwo. According to Mr. 
Page, “the department did double the 
business it did with that ad a year ago 

. and all because we had the neces- 


Sary space to seat our customers and 
stock our shoes.” 

The selling area is unusually long, 
but is designed with a sloping floor and 
partially-dropped ceiling to cut the 
length and give full view of the de- 
partment from any angle. It is divided 
into three sections with the casual 
shoes and slippers at the entrance, ho- 
siery and handbags to the right of the 
entrance and women’s dress shoes at 
the center and rear. 

The color scheme consists of group- 
ings of gray, chartreuse, brown and 
blue. The casual shoe department is 
designed in a combination of brown 
nubbed nylon fabric walls and char- 
treuse Sanatas, with brown panelled 
wood trims. The modern wood frame 
chairs are upholstered in nylon fabric 
in alternating shrimp and gray. Three- 
tiered open display bars line the right 
and left hand walls for current casual 
and slipper displays. 

The latest lighting devices, developed 
by General Electric’s Nola Park plant 
in Cleveland, have been used through- 
out the department. The casual sec- 
tion is illuminated by ceiling of fiber- 
glass squares, giving the area the ap- 
pearance of continuous daylight. Light- 
ing in the women’s shoe section features 
rows of fluorescents encased in frosted 
square fixtures. Sharp contrast is seen 
us one looks from the brilliantlv-lighted 
shoe department to any of the other 
still-unfurnished departments, yet these 
new frosted fixtures use no more elec- 
trical current than the old-fashioned 
suspended cylinder-type lighting pre- 
viously used at May’s. 

The women’s shoe section carries a 
color scheme of gray nylon-fabric walls 
combined with chartreuse Sanatas. 
Chairs are done in alternating aqua 
and gold upholstery. Walls are deco- 
rated with attractive displav shadow 
boxes and several shoe-level recessed 
mirrors. The floor slones down to the 
service desk and stockroom entrances, 

[TURN TO PAGE 70, PLEASE] 





Dates to Remember 


Fiftieth Anniversary Outing and Golf 
Tournament, Boot & Shoe Travelers 
Association of New York, North Hills 
Golf Club, Douglaston, L. |... July 7, 

Shoe Show, Michigan Shoe Travelers 
Club, Statler Hotel, Detroit 

July 10, 11, 12, 

Baltimore Shoe Show, Baltimore Shoe 
Club and Associated Shoe Travelers, 
Lord Baltimore Hotel, Baltimore 

July 10, 11, 12, 13, 

Twelfth Annual Golf Tournament and 
Fund Day, West Coast Shoe Trav- 
elers Associates, Lakewood Country 
Club, Long Beach, Calif... ..July 13, 

Shoe Show, Tri-State Shoe Travelers 
Association, Hotel Statler, Buffalo, 
Ses. Ves na . July 17, 18, 

Shoe Wholesalers Morket Week and 
Open House, New York Shoe Whole- 
solers Association, Duane, Church 
and Reade Streets and West Broad- 
way, New York City July17-20, 

Allied Shoe Products and Style Exhibit, 
Hotel Belmont Plaza, New York 

Aug. 7, 8, 9, 10, 

Leather Show, Tanners’ Council of 
America, Waldorf-Astoria Hotel, New 
RAS oe Aug. 9, 10, 

Semi-annual Spring Style Conference, 
National Shoe Retailers Association, 
Hotel Plaza, New York Aug. 10, 

Annual Golf Tournament, New Enaland 
Shoe Foremen and Superintendents, 
Merrimack Country Club, Methuen, 
me fers Aug. 13, 

Golf Tournament and Outing, St. Louis 
Chapter, 210 Associates, Norwood 
Hills Country Club Aug. 16, 

Canadian Shoe and Leather Fair, Shera- 
ton-Mount Royal Hotel, Montreal 

Oct. 9, 10, 11, 12, 

National Shoe Fair, Chicago 

Oct. 24, 25, 26, 27, 

Shoe Show, Tri-State Shoe Travelers 

Association, Statler Hotel, Buffalo, 
x, f Nov. 6, 7, 

Annual Spring Shoe Show, Indiana Shoe 
Travelers Association, Inc., Hotel 
Claypool, Indianapolis 

Nov. 6, 7, 8, 

Spring Shoe Show, Southeastern Shoe 
Travelers, Hotels Henry Grady, Dink- 
ler, Peachtree and Piedmont, Atlanta 

Nov. 6, 7, 8, 9, 

Spring Shoe Show, Pennsylvania Shoe 
Travelers Association, Hotel William 
Penn, Pittsburgh. Nov. 12, 13, 14, 15, 

Shoe Show, lowa Shoe Travelers, Hotel 
Fort Des Moines, Des Moines 

Nov. 13, 14, 15, 

Spring Show, Popular Price Shoe Show 
of America, Hotels New Yorker and 
McAlpin Nov. 27-Dec. |, 

Fiftieth Anniversary, Boot and Shoe 
Travelers Association of New York, 
Statler Hotel . Nov. 29, 

Forty-second annual Mid-Atlantic Shoe 
Show, Hotel Benjamin Franklin, Phila- 
delphia Jan, 15-18, 

Convention, Empire State Footwear As- 
sociation, Onondaga Hotel, Syracuse, 
Me We sere Jan. 23-25, 
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Retailer Sells Interest to Son 


Hastincs, Ner.—Harry B. Wiseman 
of Wiseman’s Shoe Store here an- 
nounced the sale of his half interest in 
the store to his son, Albert Wiseman, 
who thus becomes the sole owner. Mr. 
Wiseman said the new owner will carry 
on under the same name. 
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Washington Retailers 
Push Park and Shop Plan 


WASHINGTON — Competition sharp- 
ened the wits of businessmen in Wash- 
ington during May. Harassed with 
the problem of how to recapture busi- 
ness that for several years had been 
shifting to the suburbs, local mer- 
chants pooled their ideas and came up 
with a Park and Shop innovation. The 
most ambitious downtown shopping 
stimulus ever attempted got underway 
in mid-May. 

More than 32,000 parking spaces are 
now open to shoppers, often without 
cost. The first hour’s parking is ex- 
tended without charge through the 
courtesy of the merchants. When the 
plan began rolling two hundred stores, 
banks and offices had joined with 100 
garages and parking lots in the co- 
operative effort to draw motorized 
patronage back to the downtown shop- 
ping center. 

Downtown Park and Shop, Inc., orig- 
inated as the brain child of Oscar I. 
Dudek, executive vice president and 
general manager of the D. J. Kaufman 
men’s furnishing stores. Mr. Dudek is 
also chairman of the new non-profit 
organization which set up the new park- 
ing plan. 

Prior to the inauguration of the 
Park and Shop plan, local businessmen 
were briefed on the proposal with flyers 
and other advertising media, encourag- 
ing them to become Charter members. 
The membership drive for active and 
associate members included business 
people in retail stores, theaters, profes- 
sional men, insurance and real estate 
firms, financial institutions, property 
owners and trustees. 

And this is how the plan operates: 
The customer parks his car in anyone 
of the lots or garages displaying the 
Park and Shop emblem and gets the 
usual parking stub. When shopping at 
any establishment which is a partici- 
pating member the stub is stamped 
by the cooperating merchant. This en- 
titles the shopper to his first hour’s 
parking free. Additional validation 
stamps by other Park and Shop mem- 
bers entitles the stubholder to addi- 
tional free parking hours. 

Cooperating merchants marked the 
opening of Park and Shop Week, as it 
was proclaimed by the District Com- 
missioners, with offerings of many 
“Park and Shop” specials, 

Active membership, regardless of the 
size of the business, costs the merchant 
or businessman $5 per week, payable 
quarterly in advance. To the multiple 
store or business operation the assess- 
ment is $5 for each place. This fee 
entitles the member to display the 
Park and Shop insignia and purchase 
parking validation stamps at a cost 
of $30 per 100. Payment of quarterly 
dues entitles the member to 100 park- 
ing validation stamps. The associate 
member pays only the quarterly dues 
and ig entitled to 100 parking valida- 
tion stamps. He is not required to par- 
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ticipate further. This membership em- 
braces most professional people and 
those with services rather than mer- 
chandise to sell. 

After the first week’s experiment, the 
Washington businessmen heartily 
praised the new plan which has been 
their most effective tightener in taking 
up the financial slump. 

The plan was vigorously backed by 
the three daily newspapers. Full page 
announcements were employed to 
herald the coming event. When the 
opening day arrived few shoppers were 
uninformed. 

Proceeds from the membership fees 
will be used to continue a vigorous all- 
year-round promotion of the plan in 
newspapers, radio, TV and other ad- 
vertising media to adequately control 
the fever of “suburbanitis” and redis- 
tribute business on a more equitable 
basis. 


Edison Brothers Promotes 
Ed Pappani to Merchandiser 


St. Louis—Ed Pappani, a salesman 
for Edison Brothers Stores, Inc., for 
the past 10 years, has been promoted to 
merchandiser on the home office execu- 
tive staff. He joined the company’s 
Casualet Division under the direction 
of Joseph Shopmaker. 





ED PAPPANI 


Prior to his appointment, Mr. Pap- 
pani was manager of the company’s 
Cole’s Shoe Store in Toledo. When he 
joined the Edison organization 10 years 
ago, he was a salesman in Rochester. 
Following this he held successive posi- 
tions as assistant manager and man- 
ager in Detroit, Erie, Pa., and Toledo. 

Fred Leiner has been named to re- 
place Mr. Pappani as manager of Cole’s 
Store in Toledo. 


Manager Convalescing 


LINCOLN, NeEB.—J. Russell Fox, foot- 
wear merchandise manager and head 
buyer of men’s and boys’ shoes and 
work shoes at Wells & Frost, is re- 
covering at his home from a heart 
attack. He was confined to Bryan Me- 
morial Hospital for several weeks. 


fight cancer 
with a CHECK 





a check 


to help others... 


a checkup 


to help yourself. 


AMERICAN 


CANCER SOCIETY 








halt 


, 1 Fast Selling "Back to School” Shoes 


for GIRLS and BOYS 


ten ct i at 


The shoes that satisfy 
Mothers and build volume! 


Famous flexibility - Goodyear welts 
Renowned for longer wearability 
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603 DUNDALK AVE. © BALTIMORE 24, MD. 


a Denver West: Chesapeake Shoe-Co. of Calif., 543 Mission St., San Francisco, Calif 





Shoe Shop Features No-Glare Lighting 


The women's shoe department of Hill's remodeled store, shown from the back 
and facing the street entrance. The suspended light fixtures are supplemented 
by small recessed ceiling lights, providing light without glare. 


SPOKANE, WASH.—A $25,000 mod- 
ernization program at Hill’s, pioneer 
shoe store of Spokane, included en- 
largement of show windows, a new en- 
trance, new lighting and an interior 
arrangement dedicated to modern store 
service, 

A distinctive feature of the new or- 
der is the centrally located wrapping 
and cashier’s desk, designed to serve 
both the women’s and men’s depart- 
ments. It is located about midway in 
the store and between the departments 
so that it is easily accessible to both. 

Large clear glass doors add an air 
of spaciousness and serve as attention 
bait. Passersby can view a good por- 
tion of the interior from the sidewalk. 

Modern direct lights, shed soft il- 
lumination. The graceful drop lights, 
supplemented by recessed fixtures, pro- 
duce no glare. Approximately 35 foot 
candlepower of light reaches floor level, 
enabling the customer to properly dis- 
tinguish colors. 


66 


This is the third renovation the 
store has undergone since it was pur- 
chased 11 years ago by John Childers, 
the present owner, from the well-known 
shoe family of Lloyd Hill. 

Soft shades of green that charac- 
terize the new decor blend with the 
solid walnut woodwork and fixtures 
and with the brown leather upholstered 
chairs. There is an abundance of mir- 
ror space. A mirror-covered ceiling sup- 
port is enhanced by an attractive 
planter around the top of the mirrors. 
A custom-built display case, adjacent to 
the center wrapping and cashier’s desk, 
displays accessories, including hand- 
bags, costume jewelry and hosiery, all 
selected to harmonize with the footwear 
on sale. 

Hill’s features Andrew-Geller, wo- 
mens’ Florsheim, Johansen, Tweedy, 
Joyce, Palizzio and Planter Round Top 
footwear in the women’s department. 
Men’s shoes are Florsheim, Freeman, 
Crosby Square and others. 


Remodeled Wareroom Ups 
Shoe Store’s Sales Volume 

ALBUQUERQUE — Two weeks after 
moving into a remodeled wareroom at 
the rear of Hinkel’s Heights store, 
Schwers-Campbell, Inc., saw their sales 
volume jump to a new high. Schwers- 
Campbell operate shoe stores in nine 
Hinkel stores in the Southwest. Usually 
they are in the store like any other de- 
partment. 

In this case they have what amounts 
to a separate store with a street en- 
trance and windows. Connection with 
Hinkel’s is by an archway. 

The independent location was greatly 
enhanced by design. The store is di- 
vided triangularly by a nine-foot, semi- 
circular partition made of sanded ply- 
wood painted Nile green. On top are 
mounted cut-out signatures of the 
brands carried. The street entrance 
opens on the full width, but the room 
angles away to the left to the archway 
entrance from Hinkel’s. The effect is 
to make the store look larger than it 
is. The front is all glass. 

Window displays are on low plat- 
forms. No merchandise is on tables 
or in cases, but a few end-tables with 
shoes and bags intermingle with the 
upholstered chairs that range along the 
room’s two sides. Stock is all behind 
the partition. A few items are placed 
on the carpeted floor in the center, in 
a circular pattern. The store sells only 
women’s and children’s shoes. 


Dr. Knott Sells Southwest 
Orthopedic Shoe Store 


ALBUQUERQUE—Dr. V. A. Knott has 
sold his New Mexico Orthopedic Shoe 
Store here to L. Haynes and M. Green- 
berg, who are also proprietors of the 
Simon-Neustadt Co., general store, in 
nearby Los Lunas. Corrective foot- 
wear will continue to be store’s spe- 
cialty, featuring Miller Shoes, Health 
Spot, and Dr. Locke shoes. Dr. Knott 
is retiring after a quarter-century in 
the corrective shoe business and chiro- 
practic work. 
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210 Associates Holds 
Eastern Golf Competition 


Boston—The 210 Associates, Inc., 
will hold its fifteenth Annual Golf 
Tournament on Wednesday, July 20, 
at the Blue Hill Golf and Country Club, 
Canton, Mass. Chairman of the Golf 
Committee is Edwin Kassel of Gold 
Seal Rubber Corporation. 

Three silver trophies will be awarded 
for the low net winners in the three 
divisions, and a large Paul Revere 
Bowl will go to the low gross winner. 

Kivie Kaplan, president of 210 Asso- 
ciates, which is the national philan- 
thropic foundation of the shoe, leather 
and allied trades industries, stressed 
that this outing is the Eastern Division 
Golf Tournament. The Western Divi- 
sion Golf Tournament will be held 
in August in St. Louis. Further de- 
tails on the St. Louis affair will be 
announced shortly. 


National Retailers Set 
Style Conference Date 


New YorkK—On August 10 the Na- 
tional Shoe Retailers Association will 
hold its semi-annual Style Conference 
and delve into the apparel, fabric, and 
color trends, happenings in the Euro- 
pean markets, and the American leather 
market that will influence shoe designs 
for Sring and Summer, 1956. 
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The program is scheduled to begin 
at 2:30 P. M., Terrace Room, Hotel 
Plaza for members of the shoe, leather, 
and allied fashion industries, Admis- 
sion cards will be supplied upon re- 
quest to the association’s headquarters, 
274 Madison Avenue, New York 16, 
New York. 


Coast Travelers Set Golf Date 


Los ANGELES—The Twelfth Annual 
Golf Tournament and Fund Day of the 
West Coast Shoe Travelers Associates 
has been set for Wednesday, July 13 at 
the Lakewood Country Club in Long 
Beach, Calif. The proceeds for this 
event go to the group’s Welfare Fund. 

While golf will be the major event 
of the day, many other activities have 
been planned for the non-golfers, in- 
eluding a card tournament. Dave 
Klinesmith is executive secretary of the 
association. 


Diamond Heads Campaign 


New YorkK—Irving Diamond, presi- 
dent of the United Luggage Company, 
is chairman of the Leather, Hides & 
Luggage Division of the 1955 Greater 
New York Fund campaign, it was an- 
nounced by Harold W. Garton, store 
manager of B. Altman & Company and 
chairman of the Commerce and Mer- 
chandise Section of the Fund’s Private 
Firms Division. 


Shoe Stores Set for Center 


ALBANY, N. Y.—Erection of a 42 
store shopping center at Latham Traf 
fic Circle just north of Albany limits, 
featuring an eight-story office building 
and three shoe stores at an estimated 
cost of $10 to $12 million will begin at 
once, Jack Copans, president of Copans 
Realty Company, announced. 





Manager Burns Up Leather, 
Disposition, to Keep in Trim 


AKRON, O,—Henry Beechy, manager 
of the Nobil Shoe Company retail store 
at 50 South Howard Street, has been 
burning up shoe leather and his ordin- 
arily sweet disposition at the same time. 

In the last three weeks, Mr. Beechy 
felt calied upon to chase away shoe 
thieves six different times. 

One man, whom he trailed to a hotel 
room, was booked by police on suspi- 
cion of stealing three pairs of men's 
shoes. Another dropped the women's 
shoes he was carrying and Mr. Beechy 
let him go. 

The shoes were taken from a display 
rack outside the store. 

“If they really needed the shoes,” says 
Mr. Beechy with a look of outraged 
frustration, “I'd be glad to buy them a 
pair, but they just sell the shoes to get 
something to drink.” 

But after letting off steam, Mr. 
Beechy's ordinarily sweet disposition 
shows through clearly. “Anyway, if 
keeps me in trim,” he smiles. 
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Beck Breaks Ground 
For Big Shopping Unit 


New York—At the ground-breaking 
ceremony for the new multi-million 
dollar Mid-Island shopping center in 
Hicksville, L. L, recently, the A. S. 
Beck Shoe Company was represented 
by Saul Schiff, president, and Andrew 
J. Weiss, vice-president. 

The A. 8S. Beck store in this new 
shopping center, with 7000 square feet 
of selling space, will be one of the 
largest shopping center units in the A. 
8S. Beek chain of 185 stores. 

The company said it recognized the 
importance of the shopping centers in 
the shoe field at an early date having 
opened a unit in the Shirlington, Va. 
shopping center in 1946, 

Mr. Schiff explained the reason for 
Beck opening such a large store as 
“resulting from the tremendous move- 
ment of population and Beck customers 
from other parts of New York City to 
Long Isiand.” He also explained that, 
“because of the difficulty of handling 
the crowds on the peak suopping days 
in shopping centers, Beck has decided 
that larger units are necessary for the 
proper service to our customers on these 
peak days.” 

Asked whether Beck’s business in 
shopping centers usually met the orig- 
inal sales estimates set up by the com- 
pany, Mr. Schiff said, “in practically 
every case we find that we have grossly 
underestimated the volume of business 
in Beck shopping center stores. Even 
in stores which doubled the original 
estimates, we continue to show decided 
increases, 

“In the Cross Country shopping cen- 
ter, our volume since May 1 showed 
more than a 50 per cent increase over 
a year ago. Because of the tremendous 
increase in business since this store 
was opened, Beck now has on the 
drafting board plans for increasing the 
seating capacity and stock facilities of 
this store, since additional space can- 
not be had to increase the size of the 
present store. A similar increase has 
resulted in our Northland Detroit (J. 
L. Hudson) shopping center store, 
which, since May 1 of this year, against 


the same period last year, has showed 
an increase of over 40 per cent.” 

Mr. Schiff added that Beck’s had at 
least 20 shopping centers currently in 
the process of drawing leases, but he 
emphasized that the expansion program 
is not alone based on additional units 
in shopping centers. He said the com- 
pany still has strong faith in down- 
town store locations. He cited the new 
down-town Euclid Avenue store that 
Beck opened a few months ago in 
Cleveland. The volume of business this 
store has done since it opened is greatly 
in excess of any estimates that the com- 
pany had made before signing the lease, 
he reported. 


Florsheim Beats Its Drums 
For Milwaukee Shop Opening 


MILWAUKEE— The new Florsheim 
Shoe Shop, a $50,000 improvement pro- 
gram, at 144 West Wisconsin Avenue, 
in downtown Milwaukee, was designed 
to combine the atmosphere and comfort 
of a private club with the newest in 
shoe displays and furnishings. 

Harrison Feeley, manager, said he 
started planning the opening months 
before the first hammer was struck, 
while the enlarged shop was still in 
blueprint form. 

The opening was heralded in full 
page advertisements to suggest the 
atmosphere of a world premiere. The 
store has a frontage of 75 feet on the 
city’s main avenue and 110 feet deep. 

Unusual is a mass display in which 
140 styles are shown across the rear 
wall of the main fitting room. The 
Milwaukee store is the only one of two 
Florsheim shops in the entire United 
States to display its wares in this 
manner. Mr. Feeley calls this display 
his “silent salesmen.” Nearby is a 
display of accessories, including 400 
pairs of hose, and belts and wallets to 
complement the various shoe styles. 

Four thousand persons attended the 
formal opening at which the Fourth 
Ward Alderman Charles Quirk cut the 
ribbon. To emphasize the store’s low 
quarter-line, an Austin Healy was 
placed on the floor—“Low tops go with 
the low look in cars” was the tie-in 


promotional streamer. 

Customers saw themselves on a closed 
circuit television and Bob Larson, TV 
announcer, was master of ceremonies, 
introducing among others J. E. Kelley, 
Chicago, Florsheim district manager; 
R. T. Storm, Chicago, in charge of 
promotion and advertising; Ronald 
Mueller, Chicago, in charge of open 
displays; and H. E. Revkin, Chicago, 
merchandise manager of the Florsheim 
Company. Seven Patricia Stevens 
models presented souvenir flowers to 
women, shoe horns to men. 

Honduras mahogany paneling has 
been used in covering the walls, ac- 
cented by perforated brass fixtures. 
The lowered ceiling is egg crate louv- 
ered solarium type with soft but bril- 
liant lighting to reveal shoes and 
accessories in their true daylight colors. 
The mass display, 18 by 7 by 2 feet, is 
framed in mahogany-toned leather, 
matching the leather upholstery on the 
air-foam-cushioned fitting chairs. Gold 
geometric Wilton carpeting covers the 
floor. 

Windows, in modern design, are 
changed every two weeks featuring 
seasonal top-sellers. Black calfskin 
low-quarter shoes have been selling par- 
ticularly well this season in the $18.95 
and $19.95 price range, casuals gaining 
impetus 2s Summer advances. 


Name Brand Shoe Stores 
Ready to Open Fifth Unit 


DaALuas, TEX.—Harry Stitsky, owner 
of Name Brand Shoe Stores, has leased 
space at 3512 Oak Lawn for a fifth 
store. 

“The company also has a store at 
Oak Lawn and Lemmon, and the new 
store will relieve crowded conditions 
there,” Mr. Stitsky said. “The new 
store will sell only men’s shoes and the 
Oak Lawn and Lemmon store will 
handle women’s shoes,” he added. The 
old store now sells both lines. 

Plans call for the new store being 
operative about July 1. 

“We have bought 5,000 pairs of men’s 
shoes for the opening of the new store,” 
Mr, Stitsky said. “The shipment will 
include every style and color of men’s 
shoes.” 
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Obituaries 


Howard Chase Bean 


LOWELL, Mass.— Howard Chase 
Bean, 73, president of Stover and Bean 
Company, Lowell shoe manufacturing 
firm, died while visiting in Waterville, 
N. H. 

Mr. Bean, who lived here at 70 
Methuen Street, was a director of the 
Courier-Citizen Company, national job 
printing firm with headquarters in 
Lowell. He was also a trustee of the 
Lowell Hospital and of the Lowell 
Cemetery and has been a director of 
the Lowell Humane Society. 

He was graduated from Harvard 
College in 1905. Mr. Bean was a mem- 
ber of All Soul’s Church and the Ves- 
per Country Club. His wife, the former 
Clare Alice Rowell, died in 1939. 

He leaves two brothers, Ralph W. 
and Harvey A. Bean, both of Lowell, 
and a nephew, Ralph H. Bean of 
Waterville, N. H. 


David Sontag 


MIAMI, FLA.—David Sontag, 74, died 
here at his home. He came to Miami 
from Boston in 1925 and opened Lee’s 
Shoe Store in downtown Miami. Later 
the name was changed to the Globe 
Shoe Store. Surviving are his widow, 
Rose, a son and two daughters. 
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J. Edward Jordan 

CAMBRIDGE, MASs.—Funeral services 
were held in Lebanon, N. H., recently 
for J. Edward Jordan, 72, of Cam- 
bridge, retired executive of the United 
Shoe Machinery Corporation. He 
worked in the Beverly plant and later 
the Boston sales department before re- 
tiring in 1948. 

Mr. Jordan leaves his wife, Helen, of 
Cambridge; a son, Robert, Providence; 
a daughter, Mrs. Clifford Sprott, Stone- 
ham; five grandchildren; a_ brother. 
Thomas, of Greenwood; and a sister, 
Mary N. Jordan, Lebanon, N. H. 


Laitiie Cimmniteel 


ToLepo, O.—Lothar Blumenthal, 41, 
former Toledo shoe store manager, died 
June 7 in El Paso, Texas, where he had 
resided for the past eight years. Mr. 
Blumenthal resided in Toledo from 1934 
to 1948 and was a buyer and manager 
of the shoe department at Tiedtke’s 


William M. Fanning 


Akron, 0.—William M. Fanning, 81, 
for 42 years associated with the manu- 
facturing of rubber footwear, died here 
recently. He started with the U. 8S. 
Rubber Company in New York, and 
served as superintendent of the boot 


and shoe division of B. F. Goodrich 
Company, Akron, when he 
1930. Two daughters and 


survive, 


retired in 
two sons 


0. E. Gallenkamp 


Los ANGELES—Oscar Edward Gallen 
kamp, owner of Peters Shoe Stores in 
Los Angeles, died after a long illness 
He was 66 and was a brother of the 
late Albert A. Gallenkamp, former 
head of the Gallenkamp chain of 110 
shoe stores. 

Surviving are his widow, Clara, a 
son, Thomas; a daughter, Mrs. Mary L. 
Crowley; and two sisters, Mrs. Irma 
LeRoy and Mrs. Elsie Grubbs 


Will of Brown Shoe Exee 
Probated in St. Louis Court 


Sr. Louts—The estate of the late 
Walter E. Tarlton, vice-president and 
member of the board of directors of 
Brown Shoe Company before his re 
tirement in 1952, was valued at $234, 
397 in an inventory filed here in pro- 
bate court. 

Chief assets of the estate included 
2700 shares of Brown Shoe stock, 
valued at $227,475. In his will he estab- 
lished a trust fund for his wife, Mrs 
Mildred R. Tarlton. 

Mr. Tarlton died recently at the age 
of 73. He had been with the shoe com 
pany since 1898 and held executive po- 
sitions for 20 years prior to retiring 
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Skimmers Come Up Strong 
In California Retail Sales 


BAKERSFIELD, CALIF.— While skimmer 
pumps in many colors have scored the 
highest unit sales in Bakersfield, Calif., 
and other cities of the San Joaquin 
Valley, sales in dollars of higher-priced 
shoes such as high-heeled pumps have 
edged up constantly, close behind. 

Skimmers at $2.99 are the pot-boilers 
in the retail shoe business in Summer 
in Central California, suiting as they 
do the needs and wants of the 100,000 
teen-age girls in the schools and colleges 
of the Bakersfield shopping area. 

But skimmers in a wide variety of 
are drawing-cards, too, since 
they bring mothers into the stores on 
the heels of the little ladies. 

Thig side-result has been evident in 
the continued high-volume sales of high 
heel pumps at $7.90 by the C. H. Baker 
Store in Bakersfield. Timidity in stock- 
ing colors has been tossed overboard at 
the Baker store and most 


colors 


others here, 


Ajak Shoe Store Opened 
The Ajak Shoe 
27 West Main 
Y., by Al Solpie- 


JAMESTOWN, N. Y. 
Store was opened at 
Street, Falconer, N. 
tro and Jack Lawson, owners. 
Katherine Chandler is the manager. 
It is a family type operation, carrying 
lines for men, women and children. 

The store had steady traffic during 
its formal opening when it offered free 
flowers for the ladies, cigars for the 
men and candy for the children. 


New Shoe Section Stocks 


100,000 Pairs of Shoes 
[CONTINUED FROM PAGE 64] 
where a third section goes off to the 

right. 

This area is designed with a soft blue 
dropped ceiling. Just beyond is a final 
seating section which features a mod- 
ern approach to ceiling lighting called 
“California-type lighting.” It is made 
up of a series of wooden beams with 
rows of “true” lights in the open sec- 
tions. The hosiery and handbag sec- 
tion carries a harmonizing contempo- 
rary look with its curved, sectional 
open display bar and gray and brown 
coler scheme. 

The buyer for the entire women’s and 
children’s shoe departments is Floyd 
Page. He is assisted by Dave Cohen, 
Earl White, and Thomas McNally and 
employs 55 sales clerks for the women’s 
and casual shoe department. No spe- 
cial events were held in honor of the 


shoe department's opening, but a gala | 


grand opening will be held when the 
entire remodeled third floor opens in 
late Summer or early Fall. At that 
time work on the second and fourth 
floors will begin. 


Cinderella Shoes Chartered 


TOPEKA, KAN. Cinderella Shoes, 
Inc., Wichita, has been granted a mer- 
chandise charter. Dale Kidwell was 
named resident agent as $10,000 capi- 
talization was authorized 


What's New 


Scholl Brings Out Jocko, 
The Simian Shoe Fitter 

CHICcAGO—Ready to delight the heart 
of any youngster is Jocko, the fuzzy 
little monkey mounted on a foot meas- 
ure and shoe size indicator made by 
The Scholl Manufacturing Company, 
Ine. 


A mounted Jocko is ready aid in meas- 


uring in the shoe size indicator brought 
out by Scholl Manufacturing Company. 


Shoe dealers who put him to work 
in their children’s departments find 
Jocko not only is cute but an excep- 
tional salesman as well. The engaging 
little chap makes an adventure out of 
shoe buying for youngsters who insist 
on returning again and again to see 
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Jocko, bent so intently to his job. 

Made by Steiff, the world-famous 
German manufacturer of stuffed ani- 
mals, Jocko has movable limbs that are 
animated when the slide is moved back 
and forth, imparting life-like move- 
ment to the little chimp. The indicator 
itself shows exact foot and shoe length 
and also has a chart for measuring 
width. It is made of wood with heavy 
varnish finish and embossed scale. The 
slide is of nickel steel with spring 
tension. 


New Padding Material Can 
Be Used for Shoe Interlining 


NEw 
padding 


YORK 
material composed 
fibers bonded with Bakelite phenolic 
resins has been develped by Gustin- 
Bacon Manufacturing Company, Kan- 
sas City, Mo. 

the lightweight padding, 
has high tensile, shear and impact 
strengths. It withstands dry heat or 
steam up to 350 deg. F. for short peri- 
ods, up to 250 deg. F. for extended 
perods, and resists cold, mould, fungus 
and bacterial growth. Nylabond is pro- 
duced in densities from 1 to 6 pounds 
per cubic foot in thicknesses from % 
of an inch to 2 inches. 


A new, highly resilient 
of nylon 


Nylabond 


in Glittery” 


or clear plastic 


“finest 
quality, 
fastest selling 
rainboots 
in America” 


order NOW 


PEEK-A-BOOT inc. 


1604 So. Flower St. - Los Angeles 15, Calif. 
Warehouse Stocks: New York, 2 East 44th St. 
Chicago, 150-154 W. 63rd St. 


S 


Resilience is retained through con- 
tinued flexing, and the pad returns to 
its shape almost immediately after be- 
ing compressed, Other fabrics can be 
attached to Nylabond by means of ad- 
hesives, heat-sealing, or stitching, and 
it can be post-formed through the use 
of heat and pressure. 


The two pieces of Nylabond, shown 

above, are a new resilient padding mate- 

rial composed of nylon fibers bonded 
with phenolic resins. 


Formed into strong lightweight gar- 
ment pads, it withstands washing and 
the chemical and physical action of 
dry cleaning processes, and does not 
tend to absorb odors. Open structure 
of fibers bonded with Bakelite phen- 
olic resins permits the padding to 
breathe. As an interlining in snow 
boots Nylabond insulates the wearer’s 
feet against cold. 
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Picture of Early Tanning Wins Award 





Early tannery methods are depicted in this calendar illustration which was 
awarded third prize in a national lithographers competition. The calendar was 
painted for the American Cyanamid Company by artist John Clymer. 


New YorK—The 1955 calendar of 
American Cyanamid Company has been 
awarded third prize in the Lithograph- 
ers National Association Awards Com- 
petition in Chicago. The calendar’s full- 
color illustration, depicting early meth- 
ods of leather dyeing in America, was 
painted for Cyanamid by artist John 
Clymer. It was printed by Kindred, 
MacLean & Company, Inc., Long Island 
City, New York. 

From May 9 to 20, the award win- 
ning calendar was on exhibition at 
Marshall Field & Company in Chicago, 
and from June 20 to 22 it was shown 
at the LNA Annual Convention in Lake 
Placid, N. Y. During the rest of the 
year it will travel to principal cities of 
the nation for display at locally spon- 
sored exhibitions. 

Produced by the company’s Organic 
Chemicals Division and Pigments Divi- 
sion, the Cyanamid calendar has been 
distributed annually for the past 18 


years to approximately 18,000 com- 
panies and individuals all over the 
world. 


In the picture some of the phases 
connected with the dyeing or coloring 
of leather are shown. The lot or stack 
of tanned hides, usually about three 
dozen, has been paired. For pairing, 
two skins as nearly the same size as 
possible are chosen and placed care- 
fully on a table with the flesh sides 
together. They are made to adhere to- 
gether by first smoothine the upper 
hide on the hair side. turning the hides 
over, and then smoothing the other hide 
on the hair side with the sleeker. They 


July |, 1955 





are paired flesh to flesh for more effee- 
tive utilization of the dye and so that 
the flesh side will be dyed as little as 
possible. 

The two workers are putting the first 
pair of hides into the dye tray. The 
method of dyeing used here is the old 
one-tray method popular with many 
small establishments. The dye has first 
been carefully mixed, enough to dye 
the entire lot. Half of the solution is 
then placed in the tray with enough hot 
water to cover the skins. The tempera- 
ture of the bath is generally about 55 
degrees C. Upon immersion of the cold 
hides it quickly drops to about 45 
degrees C. After the paired skins have 
been placed in the tray they will be 
turned 10 or 12 times to obtain the de- 
sired shade. More of the dye solution 
will be added to the tray from time to 
time. 

For the turning and the handling, the 
workers stand one at either end of the 
tray, pick up the first pair of skins, 
grasping them by the leg with one hand 
and midway with the other, and turn 
them over so that the uppermost hide 
is now underneath. They lay the pair 
down at the end of the tray. The next 
and all following pairs are handled in 
the same way until the entire stack has 
heen transferred to the end of the tray 
Then the entire stack is immediately 
turned again. 

After the dyeing, the skins will be 
smoothed and flattened and allowed to 
drain. The skin is then nailed to the 
board, as shown in the picture, to re- 
move wrinkles, stretch and dry. 


Work Begun on Compo’s 
New $600,000 Plant 


Boston Compo Shoe Machinery 
Corporation, the nation’s second larg 
est producer of shoe machinery, has 
begun work on its new $600,000 manu 
facturing plant and general offices to 
be located 10 miles outside of Boston, 
near Waltham, Mass., on highway) 
Route 128. The new plant will be com 
pleted early next year. 

The modern plant will be of steel 
construction, with sidewalls of porce- 
lain enamel paneling, and with a maxi 
mum of glass planned for the side 
walls. The plant will contain all the 
production facilities for machinery on 
a single floor, with general offices on 
the second floor. The seven-acre tract 
will contain parking facilities for 150 
cars. A new research laboratory, de 
sign and engineering rooms, cafeteria, 
and directors’ and conference rooms 
are also in the plans 

Compo employs 650 people, of which 
about 200 will be at the new Waltham 
location after the from present 
headquarters at 150 Causeway Street, 
Boston. Compo’s chemical plant will 
remain at its present site in Mansfield, 
Mass., where its line of shoe and indus 
trial adhesives is produced, Its wood 
heel manufacturing plant will remain 
in St. Louis. 


move 


Leather Industry Failing 
Says Chemists’ President 

SwaMpscoTT, MAss.—-Once vigorous, 
the leather industry is today in a rela 
tively static position. 

That observation was made by Ed 
win S. Flinn, president of the Ameri 
can Leather Chemists Association, at 
its fifty-first annual meeting here. 

Mr. Flinn attributed the static con 
dition to the pressure of competition 
from plastics and the diffieulty in ob 
taining such stocks as kidskin. 

Calling on men in the leather field 
to take a careful look into the future, 
Mr. Flinn suggested that one of the 
most important alleviants of the situa 
tion should be basic chemical research 

Such research, he declared, would not 
only improve existing leather processes, 
but would permit the discovery of new 
processes. As an example he cited the 
development of the solvent tanning 
process which had its inception in Ger 
many in 1912 and was thereafter fur 
ther implemented and investigated by 
the Tanners Council Research Labora- 
tory in 1930. He said that process is 
in pilot plant tests for vegetable, min 
eral and synthetic tannages. 


raw 





Scovill Appoints District Sales Managers 


A. G. BISCHOF 


WaTeRBURY, CONN. — Scovill Manu- 
fecturing Company announced plans 
for the establishment of a district sales 
office in Cincinnati for its Button and 
Fastener and Zipper Divisions. 

A service office for these divisions 
was maintained under the direction of 
the Chicago office for a number of 
years. The demand for the products of 
these divisions in Ohio, Indiana and 
Kentucky during recent years prompts 
the company to expand its service, a 
spokesman said, 

A. G. Bischof, district sales manager 
for the Button and Fastener Division 
in Chicago since 1947, will establish this 


REED BERTOLETTE 


office at an early date, and will be 
Cincinnati district sales manager for 
both the Button and Fastener and 
Zipper Divisions of the company. Be- 
fore his appointment as district saies 
manager of the Chicago office, Mr. 
Bischof worked in various sales capa- 
cities since joining the New York sales 
force in 1931. 

Reed Bertolette will assume charge 
of the Button and Fastener Division 
in Chicago as district sales manager. 
Mr. Bertolette joined Scovill in 1946. 
After completing the company’s sales 
training program, he went to the 
Greensboro office in 1949 where he has 
been since that time. 





Cobblers Marks 10 Years 
of Williamsport Operation 


Pa.—Cobblers, Inc., 
nationally-known manufacturers of 
women's casual shoes, celebrated the 
tenth anniversary of the opening of 
its Williamsport factory, June 15. 

Previous to the opening of the 
Williamsport factory, the manufactur- 
ing of all California Cobblers was 
carried on entirely in the parent 
factory in Los Angeles, which was 
founded by Walter Braun in 1939, By 
1945, demand for California Cobblers 
exceeded production capacity in Los 
Angeles. If the company was to con- 
tinue to grow, another factory would 
be needed. 

Walter Braun, president and founder 
of Cobblers, Inc., travelled throughout 
the country looking for a factory site 
which would prove equally suitable to 
Cobblers and to their customers. At 
the end of his trip, Williamsport was 
the location he chose. 

At the beginning, Cobblers’ Wil- 
liamsport plant made only 200 pairs 
of casual shoes per day. Production 
then increased to a daily rate of 500 
pairs. Since 1945, production has 
grown steadily and factory facilities 
have been improved and enlarged by 
approximately 400 per cent. The 
Williamsport factory now produces 
well over 2000 pairs of California 
Cobblers per day, in the height of the 
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season, and is still growing. 

Mr. Braun gave Albert Chute, 
general manager of Cobblers’ Wil- 
liamsport plant, major credit for the 
success of this operation. Mr. Chute 
has been associated with Cobblers, Inc. 
for 10 years. His administration has 
helped to make the Williamsport 
operation one that has had an accrued 
payroll in the neighborhood of $5,000,- 
000, 


Merit Award Conferred 
On General Shoe Corporation 


Sr. Lours—An award of merit from 
the Research Institute of America was 
received by General Shoe Corporation 
executives Dr. J. J. Ray, director of 
supervisory training, and Nelson Car- 
michael, vice-president of manufactur- 
ing from Dale K. Rector, executive staff 
member of the Institute. 

General Shoe received the award for 
a series of 10 meetings for plant super- 
visors, with the general theme of how 
to increase man-hour production in 
shoe manufacturing plants by attention 
to individual problems. 

Conceived and directed by Dr. Ray, 
the program included “brainstorm” 
sessions where every idea with even the 
remotest relation to productivity was 
recorded. This mass of information 
later was evaluated for workable ideas 
and was then passed to all manufac- 
turing groups. 


Boot & Shoe Workers Back 
A Single Combined Union 


Boston—If the current merger trend 
continues within the shoe industry, 
“eventually there will be about six or 
seven large shoe manufacturing com- 
panies making practically all the shoes 
normally consumed in the United 
States, and controlling the retail out- 
lets as well.” 


Such was the statement made by 
president John J. Mara of the 60,000- 
member AFofL Boot & Shoe Workers 
Union, largest labor union in the shoe 
industry, before several hundred dele- 
gates at the union’s twenty-first an- 
nual convention at the Hotel New 
Yorker, New York, during the week 
of June 20. 


Said Mr. Mara, “It is difficult to 
voice approval of the continuing trend 
in the shoe industry where larger shoe 
manufacturers are buying outright the 
controlling share of smaller companies. 
They seem most interested in the com- 
panies having retail outlets, which, of 
course, are included in the deals. They 
absorb the retail stores and trade 
names of these companies. The trend 
should be viewed with alarm by those 
employed in the shoe industry.” 


As to the shoe labor unions’ position 
in this current “merger trend,” Mara 
said, “One big union of shoe workers 
affiliated with a unified labor move- 
ment, surely would be the answer.” 
The labor union president referred to 
the much-discussed merger of the CIO 
United Shoe Workers of America and 
the AFofL Boot & Shoe Workers 
Union, which together would comprise 
about half of the nation’s 230,000 shoe 
production workers. 


Mr. Mara also discussed the subject 
of automation in the shoe industry. 
“One of the primary concerns at the 
present time is the growing trend to- 
ward automation, particularly in the 
shoe industry,” he said. ““Many opera- 
tions in shoe factories are now being 
done by machine, but these have not 
resulted in lower earnings. As a mat- 
ter of fact, in many instances the 
operators have enjoyed better income. 
What we must be alert about is the 
protection of our members against the 
introduction of so much machine work 
that their jobs will be insecure, through 
the need for fewer operators, or their 
earnings lessened by price adjust- 
ments.” 


He told the delegates that recent con- 
ditions within the shoe industry are 
working to the economic advantage of 
the nation’s shoe workers. “This addi- 
tional pairage can make the difference 
of several dollars weekly in the pay 
envelopes of the nation’s shoe workers. 
It means more weekly hours of work 
and a better chance to boost hourly 
earnings when conditions are better.” 


Mr. Mara reported that the current 
cash reserves of his union now amount 
to $1,764,000. 
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Hussco Appoints Stylist 
And Quality Coordinator 


New YorkK—The New York office of 
the Hussco Shoe Company announced 
the appointment of Arthur L. Fink, 
identified with the shoe industry for 
more than 20 years as a department 
store buyer and shoe manufacturer, to 
coordinate styling and control quality 
for Huskies’ entire line of sports, flats 
and moccasins for teenagers and chil- 
dren, 








ARTHUR L. FINK 


During his career, Mr. Fink served 
as sales manager and stylist for Qual- 
ity Maid Footwear and as a shoe buyer 
for such well-known retail operations 
as Lane Bryant, Alexander’s and the 
R. H. Macy Company. 

William Manowitz, co-owner of the 
Hussco Shoe Company, said the ap- 
pointment of Mr. Fink follows closely 
the pattern of the expanded develop- 
ment of retailers’ service in force for 
the past 11 vears. Mr. Manowitz said, 
us a result, Huskies retailers can now 
draw from 19 in-stock warehouses, 
which he characterized as “the largest 
in-stock in the industry.” 

At the same time, the New York of- 
fice also announced it had forged two 
more links in its national network of 
warehouse distributors. 

The Monroe Shoe Corporation was 
appointed exclusive franchised ware- 
house representative for Huskies in 
Illinois and part of Indiana. The 
Schwartz Footwear Company will per- 
form the same function for part of 
Wisconsin, 

Mr. Manowitz said this widened dis- 
tribution apparatus would result not 
only in better in-stock service, but also 
in lower freight costs and present 
greater possibilities for local promo- 
tional service behind a nationally ad- 
vertised brand. 


Danvers In-Stock Catalog 


MANCHESTER, N. H.—The Fall and 
Winter Chico-Line in-stock catalog is 
being mailed to retail customers by the 
Danvers Shoe Company, Inc. It fea- 
tures hard sole, soft sole, and shearling- 
lined specialties in men’s slippers. 
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Industrial Relations Man 
For Selby Shoe Resigns 


PorRTSMOUTH, O, — Edward J. 
Hoechst, has resigned as vice-presi- 
dent of the Selby Shoe Company in 
charge of industrial relations. 

He joined the Selby staff in August, 
1948. In his seven years he was 
credited with smoothing out relations 
between management and employes. 
He was highly commended for his 
efforts by officers of Local 117, CIO 
United Shoeworkers of America be- 
cause personnel relations had been 
strained by numerous strikes. 

Under the guidance of Mr. Hoechst 
a five-year contract with the union was 
signed, reportedly the only one of its 
kind in existence in the nation. 

Mr. Hoechst is active in community 
affairs. He is a native of Buffalo, 
N. Y., and has had many years ex- 
perience in industrial relations and 
management fields. 


Correction 


In the Leverenz Shoe Co. advertise- 
ment which appeared on page 89 of the 
June lst issue of Boor AND SHOE RE- 
CORDER the Style No. of the Thunder- 
bird pattern was omitted. This copy 
should have read—The Thunderbird, 
Style No. 630, Jet Black, B, C, D—6 to 
12, $5.50. 


Peters Division Assigns 
Duffey to North Missouri 


St. Louts—Peters Division of Inter- 
national Shoe Company has named 
James W. Duffey sales representative 
in northern Missouri for City Club, 
Westboro, shoes for craftsmen, it 
was announced jointiy by Fred J. Vogt, 
general manager, and Hal Parrish, 
Northwestern Division sales manager, 
men’s and boys’ shoes. He succeeds 
James Dunaway who has resigned. 





JAMES W. DUFFEY 


Mr. Duffey, whose territory extends 
from St. Louis to Kansas City, is 
making his headquarters in Kansas 
City. He formerly was associated with 


Brown-MacDonald Retail Stores, and 
the C. C. Anderson Stores, both of 
Hastings, Neb. He served both as 


buyer for the shoe departments. 








AMAZING! 





FOOT KING Goodyear 
Welts have soles on 
them, also heels and 


uppers! 


ASTOUNDING! 




















This is an un-retouched 
picture of your shelves 
after selling FOOT KINGS! 


STUPENDOUS! 


FOOT KING Boys’ and 
Men's shoes can be sold 
for more than they cost! 


ALL TRUE AND MORE TOO! 
FOOT KINGS BRING RE- 
PEAT BUSINESS. SUC- 
CESSFUL RETAILING RE- 
QUIRES REPEAT BUSI- 
NESS. LOOK AT THIS EX- 
CLUSIVE COMBINATION 
OF FEATURES: 


Foot King BOY RANGERS 
are Goodyear Welts, stocked 
in wanted patterns, sizes | 
to 7, widths A to E, cost 
$3.50 to $4.25 NET. Made 
with Leather linings, Leath. 
er Insoles, Anti Fungus drill 
linings, 


Foot King REG-E-STURD 


boys’ shoe soles carry in ad- 





dition a written 
of Four (4) 
FOOT KING MEN’S Shoes 
are Goodyear Welts, stocked 
6 to 12, widths B to EEE. 
$3.95 to $5.35 NET; 
comprising Fast Styles and 


guarantee 
months wear. 


Cost 


Staples. 


FOOT KING MEANS BUSINESS 


The A. S. Kreider & Son Co., Palmyra, Pa. 
Est. 1894 





Traveling Salesmen: 
A few 


Write 


Territories are available. 














Selby Shoe Man Resigns 
To Open Red Cross Plant 


PortsmouTu, O.— Cecil H. Yates, 
who came to Selby Shoe Company nine 
years ago from Brown Shoe Company, 
has resigned to open a new factory for 
Red Cross Shoe Company at Madison, 
Ind. Later he will be in charge of pro- 
duction at several plants. 

Homer C. Selby, president and gen- 
eral manager of Selby, announced pro- 
motion of Paul H. Dupuy to be super- 
intendent of production for the Easy 
Goer line to succeed Mr, Yates. 

Mr. Dupuy was in charge of develop- 
ment of new types for the casual line 
and this work will be taken over by 
Allen Griffith, former foreman in the 
Arch Preserver fitting room. 

Mr. Dupuy has been in the shoe in- 
dustry here 40 years, with 30 years at 
the Selby plant. 

Mr. Griffith joined Selby in 1933, 
coming here from Pontiac, Lil., where 
he was superintendent of production. 
He has been in footwear production 
more than 30 years. 


Union Out at Dickerson 
CotumBus, O,—Employes of the 
Walter T. Dickerson Shoe Company 
voted to reject representation by a CIO 
union. The vote, conducted by the Na- 
tional Labor Relations Board, was 138 
against the union, 114 in favor. 


Etonic Appoints Aide 
To Mid-Atlantic Area 


BROCKTON, Mass. — Earle Linscott, 
sales manager of the Etonic Division, 
Charles A, Eaton Company, announced 
the appointment of John F, O’Sullivan 
as Etonic sales representative. 

He will travel the Mid-Atlantic area, 
including eastern Pennsylvania, Mary- 
land, Delaware, and the District of 
Columbia, He will take up residence 


JOHN F. O'SULLIVAN 


in the Philadelphia area very shortly. 

Mr. O'Sullivan has had long experi- 
ence, since 1933, in retail shoe selling 
and orthopedic fitting. During the war 
years he did the same kind of work in 
the Army. Mr. O'Sullivan attended 
Boston College Law School. 
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Tannery’s Division Issues 
Profit-Sharing Fund to 264 


Boston—-The Hartnett Division of 
the Colonial Tanning Company, Boston, 
issued its nineteenth consecutive semi- 
annual profit-sharing fund of $107,530 
among 264 production employes June 
16, at Hartnett’s plant in Ayer, Mass. 

This brings to over 1,000,000 the 
total of checks issued to employes since 
the profit-sharing plan was launched 
by the company in 1945, according to 
Hartnett treasurer, Edwin B. Coltin, 
who is also chairman of the Boston 


Chapter of the Council cf Profit-Shar- 
ing Industries. 

Hartnett reports a waiting list of 
400 work applicants desiring to enter 
the company’s employ as a result of 
an average weekly pay now amounting 
to $97.48 for a 40-hour week 


Smith, Hanan, Sign Pact 


CHICcAGO—It has been announced by 
Walter Smith, president of the J. P. 
Smith Shoe Company, Chicago, and 
Larry Horan, president of Hanan & 
Son, Inc., New York, that a new long- 
term contract has been signed by these 
parties. Plans also include advertising 
scheduled for use on radio, television, 
and in newspapers. 


Compo Chemical Appoints 
Ames Research Director 


Boston—Newly appointed Director 
of Chemical Research of Compo Chemi- 
cal Company, subidiary of Compo Shoe 
Machinery Corporation, is Stanley O. 
Ames, formerly chief chemist of Compo 
Shoe Machinery, in which capacity he 
served for the past five years. 

He is a graduate of Northeastern 
University, a member of the American 
Chemica! Society, the American So- 
ciety for Testing Materials, Technical 
Association of Pulp and Paper Indus- 


STANLEY O. AMES 


tries, and the Boston Rubber Group. 
As director of research for Compo 
Chemical he will coordinate all re- 
search, market development and quality 
control for the corporation’s line of 
shoe adhesives, industrial adhesives, 
coatings, saturants and laminants. 


Shoe Sales Up in St. Louis 
Area Says Reserve Bank 


Str. Lovis—A regional indication of 
how shoe gales are stacking up thus far 
in 1955 is supplied by the four-month 
statistical report (January through 
April) recently released by the Eighth 
Federal Reserve Bank. 

In women’s shoes, sales for the first 
four months in the district as a whole 
are up three per cent over 1954 and 
stocks are down about one per cert. 
In St. Louis, sales are up four per cent, 
stocks down one per cent; Louisville 
sales are up four per cent, stocks down 
nine per cent; Memphis sales are run- 
ning about even with 1954, stocks are 
up four per cent; Little Rock, sales 
are up three per cent. 

In men’s and boys’ footwear, district 
sales are up 10 per cent for the four- 
month listing, stocks are up three per 
cent. In the city break-down, St. Louis 
sales up five per cent, stocks down one 
per cent; Louisville sales and stocks 
are unknown; Memphis sales up 32 per 
cent, stocks up 15 per cent; Little Rock 
sales up three per cent, stocks unknown. 

Children’s sales in the district tabu- 
lation are up three per cent, stocks up 
four per cent; in St. Louis sales up 
four per cent, stocks up seven per cent; 
in Louisville, sales up eight per cent, 
stocks down four per cent; Memphis 
sales up two per cent, stocks up three 
per cent. Only the sales record is avail- 
able from Little Rock and it shows a 
two per cent gain over the January to 
April period of 1954. 


R. M. King Appointed 
Lawrence Sales Manager 


Peasopy, Mass.—A. C. Lawrence 
Leather Company announced the av- 
pointment of R. M. King as sales man- 
ager of its Calfskin Division succeed- 
ing John J. States who was recently 


R. M. KING 


appointed general sales manager. Mr. 
King has been selling calfskin leather 
for A. C. Lawrence in the New Eng- 
land territory for two years, and prior 
to that was associated with the St. 
Louis office as a salesman for a number 
of years. 
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Kurt Steinberger to Travel 
For Men’s Overshoes Firm 


PHILADELPHIA—K urt Steinberger, 
who has been representing Galocha 
Moderna, Inc., in metropolitan New 
York and New England, will direct the 
establishment of a Midwest sales ter- 
ritory, Oliver J. Mauro, president, an- 
nounced. 


KURT STEINBERGER 


Mr. Steinberger will visit leading 
cities in Ohio, Indiana, Illinois, Michi- 
gan and Wisconsin to set up additional 
retail sales outlets. 

Mr. Steinberger, who is a resident of 
New York City, has been associated 
with the footwear industry for more 
than 30 years. In 1939, he joined 
Galocha Moderna, Inc., and has been 
connected with the company, the sole 
distributor of Galocha Moderna men’s 
overshoes in this country, in a sales 
capacity ever since. 


New England Shoe Foremen 


Set Golf Tournament Date 


Boston —The annual golf tourna- 
ment of the New England Shoe Fore- 
men and Superintendents Association 
will be held August 13, at the Merri- 
mack Country Club, Methuen, Mass. 
Tee-off time is set at 8:30 A. M. 

For those who do not play golf there 
will be other activities available. 
Tickets may be obtained through Asso- 
ciation headquarters at 183 Essex 
Street, Boston. Committee chairman 
is Charles Christopher, Selby Shoe 
Company. Other committee members 
are Ben Fish, Rondeau Shoe; Stanley 
Halperin, American Finish and Chemi- 
cal Company; Sam Adler, Selby Shoe; 
Harry Kimball, Allied Marker Com- 
pany; Bill Latorre, Fleisher Shoe Com- 
pany; Chet Rodenbush, C. Chester 
Rodenbush & Sons; Hyman Snider, 
Universal Shoe Corporation, and John 
Flanagan, Lin Rud Die Company. 


Robern Shoe Changes Name 
New YorK—Robern Shoe Manufac- 
turing Corporation has officially 
changed its name to D’Antonio Shoe 
Corporation, according to Irving 


Schneir, president of the corporation. 
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To Represent National Shoe 
At Its Johnson City Office 


Boston — National Shoe Products 
Corporation has appointed Louis H. 
Jennings as sales representative for 
its Johnson City, N. Y., office, accord- 
ing to an announcement by Richard O. 
Cochrane, district manager. Mr. Jen- 


nings will serve as assistant to Mr. 


LOUIS H. JENNINGS 


Cochrane, and will contact shoe man- 
ufacturers in the Pennsylvania and 
New York territories. 

Formerly, Mr. Jennings was for 
four years sales representative for 
United Shoe Machinery Corporation, 
located in the Scranton, Pa., sub-office. 
Previously he was for three years a 
shoe mackinery technician in the same 
office. He joined United in 1946, after 
serving with the U. S. Navy during 
the war. 


Midwest Representative 


BostoN—Ira Mack has been ap- 
pointed sales representative for Viner 


Bros., Inc., shoe manufacturers of 
Bangor, Me. Mr. Mack will cover the 
northern Illinois territory, including 


Chicago, according to Viner vice-presi- 


dent and sales manager, Richard 
Hasey. 
Mr. Mack, a_ well-known figure 


throughout this territory, was formerly 


associated with Sandler of Boston 
and with Aptitudes. He will make his 
headquarters at 189 West Madison 


Street, Chicago, and will represent the 


entire Viner Bros. line including 

Lucernes, Whisper Steps and Gay 

Bouquets. 

Plan Falls Shoe Plant 

For Farmington, Maine 
Aucusta, Mge.—-The town of Farm- 


ington, reportedly may have a branch 
of the Livermore Falls Shoe Company. 
A drive to raise $90,000 locally for 
a $265,000 building has been launched, 
and tentative plans call for start of 
construction about July 1. 

The proposed building would be a 
one story cement structure with more 
than 40,000 square feet of floor space. 
The plant will produce women’s shoes. 
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New York Wholesalers Set 
Market and Open House Dates 


New York—The New York Shoe 
Wholesalers Association announced that 
a Market Week and Open House, spon- 
sored by that organization, would be in 
effect from July 17-20 in the Duane 
Street, Church Street, Reade Street, 
and West Broadway area of lower 
Manhattan. 

A collection of Fall shoe styles will 
be shown, Spokesmen said entertain- 
ment, refreshments and all-day Sunday 
parking has been arranged. 
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International’s St. Louis 
Sales Clinic Draws 400 


Sr. Lovis—With today’s highly com- 
petitive atmosphere, there is no place 
for the “weakling” in the distribution 
set-up of the future. That was the 
keynote of International Shoe Com- 
pany’s recently sponsored intensive 
two-day merchandising clinic in St. 
Louis. Subsequent clinics were planned 
for their dealers closer to the New York 
and San Francisco areas. 

More than 400 retailers attended the 
St. Louis conference which presented 
fresh merchandising ideas and re- 
minders of basics from both Inter- 
national personnel and outside ex- 
perts. 

A. L. Johnson, advertising manager 
of International, gave retailers a step- 
by-step explanation of how a_ shoe 
company plans its national advertising 
campaign and were strongly advised 
of the business potentials of tying 
local window displays and newspaper 
advertising into the national schedule 
of the shoe brand involved 

Advising small merchants to plan 
their promotion schedules in advance 
to avoid waste and to keep their timing 
correct, Mr. Johnson told retailers 
not to advertise products that aren’t 
right in their area; to aim their ad- 
vertising at concentrated markets and 
to keep advertising schedules open and 
flexible for unexpected promotions. 

Because it is physically impossible for 
national advertising to do one impor- 
tant thing—tell the customer where to 
buy the product, the colors and sizes in 
which it is available, local tie-in ad- 
vertising becomes a necessity. Picking 
up the advertising forum at this point, 
Charles A. Mueller of International’s 
advertising staff, reminded the _ re- 
tailers that more and more consumers 
are doing their advertising through 
television and newspapers rather than 
store-by store physical shopping. 
Therefore, local advertising is in- 
creasingly important because  cus- 
tomers are influenced by national ad- 
vertising in their armchair shopping 

. in fact, Mr. Mueller stated, “ad- 
vertising is preselling and thus is a 
legitimate expense to be added to the 
cost of the product. 

Reminding retailers that more pur- 
chases are based on desire than need 
(witness the current Davy Crockett 
barrage), these are basics retailers 
should keep in mind: audience, the 
people in their trading zone, their 
needs and wants; budgets, determine 
one, in the vicinity of four or five per 
cent, making it stretch through the 
use of cooperative advertising and 
special rates offered to contracted ad- 
vertisers by newspapers; and con- 
tinuity, advertising being a waste un- 
less it is consistent in its presentation. 

Wilbur W. Sheppard of Interna- 
tional’s Merchants Service Division, 
advised retailers to keep their window 
displays simple in trim, always offer- 
ing a well-timed theme. Though fix- 


tures should be attractive, they should 
never distract from the merchandise. 
More attention and space, too, he ad- 
vised, should be given children’s foot- 
wear display. Children have much to 
say today in the selection of their 
shoes and can themselves be attracted 
by displays. Animation is therefore 
important in children’s windows. 

Highlighting one of the clinic’s 
luncheon sessions was an address by 
Lee Langston in which he urged that 
more women be used at the fitting 
stools in both women’s and children’s 
shoe departments. Women are more 
courteous and patient than men, the 
association executive said; in addition, 
they are more fashion-minded and more 
appreciative of their jobs. Stating 
that improved selling at the fitting 
stool could result in a 25 to 35 per 
cent increase in sales, Mr. Langston 
also advised retailers to employ more 
young people. It is difficult to change 
the ways and habits of “an old shoe 
dog,” he said. 

In a more basic discussion, Mr. 
Langston said it is necessary for every 
shoe store owner to keep a _ record 
of his “walkouts” and the reasons for 
them. “Store managers and owners 
should keep a box for salesmen’s slips 
on which they state why the customer 
walked out—style, price, inability to 
fit. These records will show buyers’ 
mistakes as well as most wanted sizes 
and widths on which to base future 
purchases. Also they will tell a buyer 
where he has failed in not providing 
customers wants. If a retailer has the 
courage to study and learn from his 
own figures, he won’t be left with big 
clearance sales at the end of a season.” 

Pointing out that a man can have 
the finest store with products second 
to none yet it would mean nothing 
without salesmanship, James Watson, 
business consultant, in a_ theatrical 
manner defying description, dramatized 
the following seemingly little things 
that can have much to do with closing a 
sale at the fitting stool: the personal 
appearance of the salesperson—pos- 
ture, personal hygiene, personal habits 
such a gum-chewing, foot tapping that 
can irritate the customer or distract 
him from the purpose of shopping; 
the manner in which a customer is 
greeted; knowledge of product, and 
respectful handling of merchandise to 
underscore its desirability. Finally, 
Mr. Watson emphasized the potentials 
of multiple selling. 


Posner Shoe Adds Dealers 


New York—-Herbert Posner, presi- 
dent of the Dr. Posner Shoe Company, 
Inc., manufacturers of “scientific shoes 
for children” for the past 66 years, an- 
nounced the addition of the following 
dealers: Stadlers Shoes, Brooklyn, 
N. Y.; Almac Shoes, Fort Lee, N. J.; 
Town and Surf Specialty Shop, Miami, 
Florida; Gloria Footwear, Hollywood, 
Florida, and Bobby Lee, New York. 
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CUSHION-SOLE 
CASUALS 


This popular finger-gore style in 

soft, pliable elk with buoyant 

12-iron cushion crepe sole \ 

retails profitably at $4.95. 

Order Now for immediate — 

Delivery. Tan or Brown. et 
Case runs of 12, 18, 24 and 36 pair; size 
runs 6-12. Minimum order 12 pair. 


Write for Catalog and Price List 
HUBER stirrer co., aviston, itt. 


Interests in Two Shoe Firms 
Acquired by Abe Finkelstein 


MANCHESTER, N. H.—Sam Skalkeas 
has sold all his interest in the B & C 
Shoe Company and the Lexington Shoe 
Company to Abe Finkelstein, it was 
reported by Mr. Finkelstein, who ac- 
quires sole ownership in both con- 
cerns. 

Mr. Finkelstein also reported that 
Ernest Valle has been appointed gen- 
eral manager and superintendent of 
the B & C Shoe Company. Mr. Valle 
was associated with Laird & Schober, 
Philadelphia, for 20 years as general 
superintendent and with Red Cross 
Shoes for six years. 


Shoes at Leipzig Fair 


LEIPZIG, GERMANY — The committee 
making preparations for the Leipzig 
Technical Fair, to be held here Sep- 
tember 4-9, 1955, reported that ex- 
hibitors from Belgium, Sweden, and 
Czechoslovakia will bring extensive 
shoe displays. Luxembourg will ex- 
hibit leather goods. 


July |, 1955 


Goodwill Foot Specialist 
To Travel for Herbst Shoe 


MILWAUKEE—A_ traveling, working 
“goodwill ambassador,” experienced in 
disabled foot rehabilitation, shoe manu- 
facturing and merchandising, has been 
added to the staff of the Herbst Shoe 
Manufacturing Corporation, represent- 
ing Child Life shoes, John F. Herbst, 
vice-president, announced. He is Don 
Younger, of Oconomowoc, Wis., former- 
ly with the technical staff of the Na- 
tional Shoe Foundation for Disabled 
Feet. 

In the newly-created 
Herbst, Mr. Younger will travel one 
sales territory at a time, spending 
three to four weeks with the dealers. 
He will visit leading pediatricians and 
orthopedic surgeons in each town and 
city, tying in specific case histories 
with the local retailers. Mr. Herbst 
said Mr. Younger will try to give one 
day to each account on each tour, 
studying with the retailer his adver- 
tising, direct mail and merchandising 
program, and making contact with 
professional people in the area with 
whom the retailer works or would like 
to work in fitting children’s shoes 

Mr. Younger also will represent his 
firm at conventions of chiropodists, 
orthopedic surgeons and pediatricians. 
Following World War II service, Mr. 
Younger also worked for some time in 
foot wound rehabilitation at Walter 
Reed Foundation. 


position at 


Tyer Rubber Company 
Names New Officers 


ANDOVER, Mass.—The Tyer Rubber 
Company, makers of rubber footwear, 
announced the election of three officials. 
Franklyn J. Emmett becomes vice- 
president in charge of sales. Kenneth 
C. Bevan has been elected vice-presi- 
dent of manufacturing and Gordon L. 
Colquhoun becomes assistant treasurer 
of the firm. 

Mr. Emmett has been with Tyer 
Rubber for nearly four years, most of 
which was in the capacity of sales 
manager of the Footwear Division, and 
earlier this year was promoted to gen- 
eral sales manager for the company 
He was formerly with International 
Shoe Company. 

Mr. Bevan has been with Tyer for 
more than 17 years. He was formerly 
with the United States Rubber Com- 
pany. Mr. Colquhon has been with the 
firm since 1942 as office manager and 
comptroller, and was formerly with the 
Andover National Bank. 


Weyenberg Adds Two Men 


MILWAUKEE—Weyenberg Shoe Man- 


ufacturing Company has added two 
sales representatives in the southern 
district. Kenneth F. Kreeger, of Cous- 
hatta, Miss., has been named salesman 
for the Weyenberg line in Louisiana 
and Mississippi; J. R. Hollingsworth, 
Lexington, Ky., the Portage line in 
Kentucky, Missouri and Tennessee. 
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BALLET SLIPPERS 


OO Oe er Or Or ee 


CONTACT YOUR LOCAL DANCE 
TEACHERS FOR MORE BALLET SALES 


Yowre Losing 
FAST PROFITS 


until you feature this 
top quality Ballet Line 


and tull-sole dance 


leathe 


Pleated-toe 


lasted and 


Satisfaction guaranteed. Write 


O.8: 4 9 FF & 02-6 
PRODUCTS, INCORPORATED 
P. O. BOX 628 COLUMBUS 16, OHIO 
Please rush me prs 
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Colors 
NAME 
STREET 
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Orr Buys Out Interests 
In Kiefer Tanning Company 

GRAND Rapips, MICH. Edgar K 
Orr, president of the Edgar 8. Kiefer 
Tanning Company here, is now sole 
owner of the firm. Mr. Orr announced 
he bought out other stockholders under 
authorization in a resolution, passed at 
the annual meeting. 

The firm has consolidated operations 
in Grand Rapids, said Mr. Orr, and sold 
its Chicago properties to the Tiedemann 
Leather Company of Chicago. 

The 70-year-old Grand Rapids firm 
will continue sale of imported leather 
to organ manufacturers and will main- 
tain its production of pigskin strips, 
counters and welting for the shoe 
industry. 





Linda-Jo Shoe Corporation 
Opens Second Texas Plant 


DALLAS, TEX.—A general long range 
expansion program for the Linda-Jo 
Shoe Corporation here was announced 
by Morty Freedman, president of the 
company. The Linda-Jo Snoe Corpora- 
tion, makers of Tex-Moc shoes, is one 
of the country’s largest manufacturers 
of hand-sewn sport and casual foot- 
wear. 


RALPH L. SHANKS 


On July 1, Mr. Freedman said, Ralph 
L.. Shanks will become vice-president 
and saies manager of the corporation. 
During the first week in July, the Com- 
pany will open a second manufacturing 
plant in Denton, Tex. Total production 
of the Denton factory plus the present 
Gainesviile, Tex., plant will be in ex- 
cess of 10,000 pairs of shoes daily. 

Mr. Shanks, a native of Dallas, is a 
23-year-veteran of the shoe business. 
For the past 12 years he has been with 
the Graham Brown Shoe Company of 
Dallas, as a buyer and since December, 
1953, as vice-president and a member 
of the board. One of the best known 
people in the southwestern shoe busi- 
ness, Mr. Shanks was president in 1950 
of the Southwestern Shoe Travelers 
Association. 

As sales vice-president of the cor- 
poration, Mr. Shanks will be in charge 
of the company’s national distribution 
of the hand-sewn Tex-Moc shoes. 


Shoe Store Equipment 
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A. W. Berkowitz Buys 
Classical Girl Shoe Co. 


LYNN, Mass.—The Classical Girl 
Shoe Co., of Lynn, has been purchased 
by A. W. Berkowitz, president of Son- 
go Shoe Manufacturing Co. of Port- 
land, Me., and treasurer of Bourque 
Shoe Co., Raymond, N. H. Classical is 
a subsidiary of Lynn Moccasin & Shoe 
Mfg. Co., which recently ceased opera- 
tions. Its inventories and other stocks 
went with the purchase to Berkowitz. 

Classical Girl Shoe makes both cas- 
ual and novelty footwear. Under the 
purchase plan its casual shoe output 
will be made in Songo’s plant at Port- 
land, while its novelty shoes will be 
produced at Bourque Shoe in New 
Hampshire. 

A new corporation has been set up 
for Classical Girl Shoe Co., its princi- 
pals now comprising of A. W. Berko- 
witz; J. Klein of Songo Shoe; and 
Harold Berk of Bourque Shoe. Sam 
Miller will continue to function as 
operating manager of Classical Girl 
Shoe. 

While Lynn Moccasin is no longer 
producing shoes, it will continue as a 
company, according to George Clay- 
man and his two brothers, Arthur and 
Harry, who are principals of the firm 
and also were the executive group 
heading Classical Girl Shoe Co. 


Beggs & Cobb Introducing 
‘Skylark,’ New Side Leather 


Boston—-A new side leather called 
“Skylark” has just been announced by 
Beggs & Cobb, Inc. of Boston, Mass 

“Skylark” was developed specifically 
to provide shoe manufacturers with a 
mellowed tannage to meet consumer 
preferences in women’s and misses’ 
sport and casual styles, in growing 
girls’ school and play shoes and in 
children’s shoes. 

The temper and finish of the leather 
were developed at the Beggs & Cobb 
Winchester tannery. Twelve new col- 
ors have been prepared for the coming 
Spring and Summer season, in addition 


to black and white. 


Tannery’s New Homogenizer 
To Aid Finishing Process 


An employe is shown operating the new 
homogenizer recently installed by the 
B. D. Eisendrath Tanning Company in its 
plant at Racine, Wis. A casein and oil 
emulsion at room temperature is being 
homogenized under a pressure of from 
2000 to 2500 pounds. The product elim- 
inates streaks in finishing leather. 





Endicott-Johnson President 
Honored by Hide Association 


BINGHAMTON, N. Y.—Charles F 
Johnson, Jr., president of the Endicott- 


Johnson Corporation, has been awarded 


the Medal of Merit of the National 


Hide Association. 

The association awarded the meda! 
to Johnson as the man who had ren- 
dered the greatest service to the hide 
and leather industry in the past year. 

A spokesman said Mr. Johnson was 
honored for humanitarianism and for 
initiating an outstanding housing and 
welfare program for the 22,000 workers 
of his company in Endicott, Johnson 
City, Binghamton and Owego, all in 
New York State. 

Mr. Johnson has received like honors 
from the American Legion, the Vet- 
erans of Foreign Wars and the Marine 


Corps Association. 
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SALESMEN WANTED | SALESMEN WANTED 





SALESMEN WANTED 











here's our offer s A LE 5 M E N 


° Opportunity to sell on the road one of the most popular lines of rub- 
ber, fabric and casual footwear on the market. 


Opportunity to have backing you a trade mark that has gained the re- 
spect of consumers everywhere and a company that has the admiration 
of retailers for its square shooting policies. 


Advantages of traveling your territory knowing you are backed by a 
strong Advertising and Sales Promotion program. 


Opportunity to earn in direct proportion to your ability te produce 
with advances against commissions. 


¢ A complete, company financed retirement plan. 
Group life, hospitalization and car insurance. 
* Good opportunities to advance for men who show promise. 


we're looking for these qualifications 


X Men between 25 and 35 years of age with retail footwear experience. 
Must own a car. 


X Men who are eager for success and are willing to work for it. 


X Men who can plan their work and carry the ball with minimum super- 
vision. 


X Men who can put our story across convincingly. 


X Men who are willing to take the time to show dealers how they can 
merchandise our line most profitably. 

Openings now available in several sections of the country. If you're in- 

terested, write telling us all about yourself. 


ADDRESS #205, CARE BOOT & SHOE RECORDER, 100 EAST 42nd ST., NEW YORK 17, W. Y. 





SALES REPRESENTATIVES 


Valuable openings in Southeast ond Southwest. Nationally advertised, quality 
juvenile welt line at popular prices. May be carried with non-conflicting lines. 
Highly respected company with over 60 years of background. Write fully. Replies 
confidential. LIBERAL COMMISSION. 


W. L. KREIDER'S SONS MFG. CO. 
manufacturers of RUGGIES & FOOT-TRAITS 
Harrison & Arch Streets, Palmyra, Pa. 











H'GHLY STYLED AND FAST SELLING SELLING SHOE DEALERS 

instock line of popular priced children’s Due to expansion program, few good territorice 
stitchdowns and compos, $2.98 and $3.98 re- available for ambitious salesmen with basic know! 
tailers, generous commission to right man, for edge of fot sppliances--erch supports and related 
, , . West P syivania, Virginia items. If interested, free to travel and have ser 
New York State, es ennsyive are g! | viceable car, write for information. Give qualifica 
and West Virginia, North aot —e NF deg tions in first letter 
Address #208, care Boot & Shoe Recorder, 100 
East 42nd Street, New York 17, N.Y | SCOTT FOOT APPLIANCE CO. 

i Box 218 Omaha, Nebr 














* SALESMEN °* 


TO TRAVEL WITH ESTABLISHED LINE OF 
FACTORY IN-STOCK WOMEN'S DRESS AND 
EVENING SHOES—$8.95 RETAIL. NON-CON.- 
FLICTING LINE O.K.—COMMISSION BASIS 
TERRITORY CAN BE ARRANGED TO SUIT 
THE RIGHT MAN. MUST BE PRESENTLY 
TRAVELING TERRITORY AND HAVE RETAIL- 
ER-DEPT. STORE FOLLOWING. STATE AGE, 
REFERENCES; EXPERIENCE, PRESENT CON 
NECTION, ETC. REPLIES CONFIDENTIAL 


GA. & FLA. — ALA. LA. MISS. & ARK 
MICH, — WISC. MINN. DAKOTAS 
IOWA NEBR. MO. SO. ILL-—KAN. & OKLA 


HANNAHSONS SHOE CO. "Axzs3!* 








WANTED 


AGGRESSIVE FOOTWEAR 
SALESMAN 


Quality AAA-! inufacturer of Water 
proof, Canva ind 6 Casual Footwea 
offers an opportunity for a full time jot 
selling in Virginia, North Carolina and 
South Carolina. Guaranteed drawing ac 
count, weekly expenses and mileage re 
imbursement against commissions Must 
have late mode ar. Footwear selling 
experience desirable. Send complete re 
sume and photo in first letter 


Address Box 240, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, HW. Y 











~* ALESMEN WANTED: Midwest States. De 

sirable territories fe ieuressive salesmen for 
CULVER CUBS and VPEDICARE children’s 
lines include Magie-loop Bumpers Liberal 
Commissior non-con flicting lines agreeable 
Contact: FOOTWEAR, IN¢ Room 173 209 


State Street, Chicago 4, Illinois 


SA! ESMEN WANTED. Territory lewa and 
Nebraska Infants’ & Children’ Pre Welts 
and Cement Shoes. The Kepner-Sceott Shoe Ce 
Orwigsburg, Pa 


T’'O CARRY a complete line of REST RITE 

comfort shearling (since 1898) and LO MOX 
beaded moceasins (formerly SIOUX-MOX) fer 
men, women, and children Large natienally 
advertised mail order business frem CATA 
LOGUE mailing credited to salesmen in re 
spective territories. Many territories available 
Sideline salesmen preferred. Contact at once 
LO-MOX CORPORATION, 76 Lincoln Street 


Boston 11, Mas 





opened for classified advertising except for regular advertisers on contract. 





CLASSIFIED ADVERTISING RATES 


The rate for undisplayed classified advertising is 20 cents a word under any of our classified headings. Minimum amount 
accepted 18 words. $3.60. When a box number is desired, addressed to any of our offices. 12 words must be added for this 
and charged at the word rate. If advertiser's own name and address is used, count each word (street number is one word) 
at word rate. Classified advertising is payable in advance. Send check or money order with your copy No accounts are 


The rate for all displayed or boxed in classified advertisements is $14.00 an inch with a maximum of 46 words per inch. 


1a” Advertisements for this page must be in our New York Office 15 days preceding publication date “1 
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SALESMEN WANTED 





Bagge § INFANTS’ AND CHILDREN’S pre 

we and compo shoes, attractive line with 
stock Semipemons Address #247, care Boot & 
Shoe magoraer, 100 East 42nd Street, New York 


i/, 


S*! ESMEN for Wholesale and Chains chil- 
drens stitchdown shoes and sli 

opportunity 

Recorder 


N.Y 


Address #243, care 
100 Kast 42nd Street New York 17, 


IDE LINE POR SHOK SALESMAN—Com 

plete line hand-laced moccasins for women, 
children and men. Every Shoe Dept. a prospect 
Manufacturer established for 20 years. Expand- 
ig «wperation- several states now available 
State Experience, lines now carried, territory 
desired and references Trego’s Westwear, 
Woodward, Okla 


EKY PROFITABLE SIDELINE open for 

men now traveling Mass., Rhode Island, and 
Connecticut; also men traveling Maine, New 
Hampshire, and Vermont Short, fast-selling 
line, in-stock, men's casual loafers and ties, re 
tail $4.95 to $7.95. Highest commission. Write 
to: Maurice Kobrin, Sales Manager, Nashua 
Vootwear Corp., Lawrence, Mass 


SALESMAN to take on line of men's shoes 

A quality line, highly competitive in cost. We 
are a well established company and prefer some 
ome already established with a iomen's and 
Children's line, Write, giving qualifications and 
territory you now cover Address #231, care 
Boot & Shoe Recorder, 100 East 42nd Street, 
New York 17, N. Y. 


si 1K SALESMAN~-With following in Vol 

ume Trade to represent & sell full produc 
tion 1800-2000 pairs daily California Slip 
lasted shoes & slippers for New York Manu 
facturer, Terrific opportunity for the right Man 
Box 893, 1474 Broadway, New York y 


PPORTUNITY JUVENILE LINE for 

right salesman with our line of in-stock 
juvemle shoes under name of Old Pal and 
lucky Star in the following states: Delaware, 
Virginia, West Virginia, Maryland and Wash 
ington, D. C, Must live in territory and have 
following non-competitive line not objectionable, 
and, in fact desirable. Write, giving all details 
in firet letter to: Five Star Footwear Co., Inc., 
43-01 22nd Street, Long Island City, N. Y. 


O' FAL Ld NEW ENGLAND MANU. 
FACTURER of In-Stock Branded line of 
Infants Chulae and Misses Prewelts, Compos, 
Honwelts to retail $3.00 to $4.00 Wonderful 
side line on straight commission basis, Many 
territories open, Call on Retail Department and 
Chain Stores, State full particulars. Address 
#236, care Boot & Shoe Recorder, 10 High 
Street, Boston 10, Mass. 


ALESMAN to sell children's stitchdown line 

Retail Stores. New York territory. Attrac 
tive commission, Address #228, care Boot & 
Shoe Recorder, 100 Kast 42nd Street, New York 
17, y 


IVE WIRE SALESMAN WANTED: Na 

tionally known distributor of women's dress, 
sport, casual and novelty items, with established 
trade, has opening in the following territories 
New Jersey-—-New York; Ohio Cincl. Cleve 
land); South & Mid-West states; Florida- 
Georgia Alabama; North and South Carolina 
Drawing account to man with following and 
good references. Replies confidential, Address 
2237, care Boot & Shoe Recorder, 100 East 
42nd Street, New York 17, 


CTIVE TERRITORY open for aggressive 

salesman in the state of Indiana. Established 
line of men's and boys’ work and dress shoes 
Guaranteed salary and oxpense basis plus liberal 
commission State experience and trade refer 
ences. Jung Shoe Mfg. Company, Sheboygan, 
Wisconsin 


SLIPPER SANDAL the only slipper with an 


international background. We will prove to 
you with photostatic copy, that one large depart 
ment store purchased 400 dozen. We repeat 400 
dozen and please note one style in ten colors 
Re-orders within one week to ten days. Adver- 
tising materials, advertising allowances, commis 
sion 6% Write immediately, giving territory 
now covered, age, experience, references, lines 
now carried, your choice of territory. Pacific 
Slipper Mfg. Co., 779 Towne Avenue, Los 
Angeles, California 
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SALESMEN WANTED 


FOR SALE 








Traveling Shoe Salesman 


WANTED 


to call on Department, Retail, and Chain 
Stores in Texas—Complete Line In-Stock 
and Make up Men's Dress, Service and 
Sport Shoes. Commission basis. May be 
carried with non-conflicting Line. Write 
giving complete information and expe- 
rience. 


KNIPE BROS., INC. 


Ward Hill, Massachusetts 








EXPERIENCED, EWERGETIC SALESMEN TO CARRY 
FULL OR PARTIAL STABILIZED LINE CONSISTING 
OF MEN'S, WOMEN'S, CHILDREN’S WELL KNOWN 
LINES OF SHOES & SLIPPERS. OPENINGS IN ANY 
TERRITORIES HAMED. 


Address #245, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, N. Y. 








Unusual Executive Opening 
EXECUTIVE SALESMAN AND 
ASSISTANT TO PRESIDENT 


President and owner of outstanding 
juvenile shoe business desires assistant 
who will also serve as executive sales- 
man, Past experience should include 
contacts with volume retail organiza- 
tions. Should have a knowledge of 
juvenile shoe styling and selling. This 
is an unusual opportunity for an ag- 
gressive individual of the managerial 
type with the ability to integrate his 
personality into a successful organiza- 
tion. Supply full information of experi- 
ence which will be held in strict con- 
fidence. 


Address Box 240, care BOOT & mer pepoapen 
100 East 42n¢ Street, New Y 17, 

















SIDE LINE SALESMAN WTD. 





EADING MANUFACTURER HELANCA 

AND NYLON FOOT SOX, to retail and/or 
whelesale trade. Pocket-size samples. Excep- 
tional commission. Box 142, care Beot & Shoe 
Recorder, 100 East 42nd Street, New Yerk 17, 
N.Y 


IDE! INE SALESMAN. ” Manufacturer’ 8 
” line of Men's and Boy’s Slippers, Sandals. 
Established “in-stock” department for retailers. 
Straight Commission, Many territories open 
Address 233, care Boot & Shoe Recorder, 100 
Fast 42nd Street, Nev York 17, N. Y 
Position Wanted 





POSITIONS WANTED 








EXECUTIVE — RETAIL SHOE STORE 


Thoroughly seasoned manager of one of the 
largest better grade family shoe stores in the 
East. Seeks top management position large 
independent store or chain. Capable of 
handling all operations. 
Bex 239, care — a! 4& SHOE ac aa 
100 East 42nd Street, New York 17, WN. 














FAMILY SHOE STORE, Moline, Illinois, 

Fast growing district, Clean stock, Excellent 
opportunity for aggressive person. $15,000.00. 
Address #232, care Boot & Shoe Recorder, 100 
East 42nd Street, New York 17, N. Y. 


IMPLEX X-RAY~—Perfect condition. Rebuild 
to Minnesota State Laws. Make offer. Itasca 
Dry Goods, Grand Rapids, Minnesota, 


RONX, NEW YORK-—-Woman's and Chil 
dren's top brands. Good Location. Reason 
able Rent Inventory about $25,000. Address 
#230, care Boot & Shoe Recorder, 100 East 
42nd Street, New York 17, N. Y. 
For Lease 


PAMu Y SHOE STORE and accessories 
Beautifully modern store in best location of 
busiest town in Sullivan County, New York 
Only 92 miles from N.Y.C. Quality Brands 
Stock $15,000 plus $5,009 fixtures. Will sacrifice 
for $17,000 cash for quick sale and will reduce 
stock if required. Bernie Bernstein, bkr. Liberty, 
New York, Tel. 2528-2374 


ODERN SHOE STORE popular-priced 
shoes——-$30 to $35,000 volume—-good one 
man operation. Will remove or reduce present 
inventory, or help finance experienced shoe man. 
in person—-95 Market St., Paterson, New 


AMILY SHOE STORE. Up-state New York 

City, 15,000, All brand name shoes. Best lo 
cation. Reasonable rent. Stock $29,000. Large 
discount. Owner retiring. Address #235, care 
Boot & Shoe Recorder, 100 East 42nd Stret, 
New York 17, N. Y 


AMILY SHOE STORE in southern Colorado 

doing good volume with good potential. Finest 
store in town in the very best location. National 
brands. Clean stock. Low rent. Ideal climate 
Address #238, care Boot & Shoe Recorder, 100 
East 42nd Street, New York 17, N. Y. 


AMILY SHOE STORE. Up-state New York 

City, 15,000. All brand name shoes. Best 
location. Reasonable rent. Stock $29,000. Large 
discount. Owner retiring. Address #235, care 
Boot & Shoe Recorder 100 East 42nd Street 
New York 17, N 





GIVE-AWAYS 


SSORTED DAVY CROCKETT BOOKS— 

Items for Back to School. Free Catalog. 
Hecht Associates, 3074 Park Avenue, New York 
51, N. 








WANTED TO PURCHASE 








WE PAY CASH 


For Branded Women's, Children's and 
Men's Shoes. Small or Large Quantities. 
We are Retailers and Will Pay More. 


MAX BERGER & SON INC. 


1445 S. Pulaski Chicago 23, til. 
Lawndale 1-1111 











EVERAL SECTIONS of single row shoe 

shelving, in good condition. Reasonable! Not 
too far away. Write P. O. Box 247, Champaign, 
Illinois 





FOR LEASE 





FSTABLISHED DEPT. Town wide open- 

moderate priced operation. No stock to buy. 

Excellent window space. Fast gronme Jersey 

community forty minutes from N, Y. Address 
229, care Boot & Shoe Recorder, 100 East 
‘2nd Street New York 17, N. Y. 

Wanted to Purchase 


Boot and Shoe Recorder 
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WANTED TO PURCHASE WANTED TO PURCHASE WANTED TO PURCHASE 


WE PAY MORE because WE ARE RETAILERS | It 
WE BUY MEN'S, WOMEN’S AND CHILDREN'S BRANDED SHOES. } 
FOR QUICK ACTION WRITE, PHONE CR WIRE COLLECT 
HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. |., N. Y. FOR CASH Y) 
V Quality Shoes \ Complete Stores 


Max L. Meltzer, Pres. Ivanhoe 1-9830 
J CLOSEOUTS OR SURPLUS 


from Migr. or Retailer 
Any Quantity . . . Any Time! 























For Quick Action, 
A Write, Wire or Phone 


PSS RSSCSBin 8) bts BEE 


YOU DEAL WITH CONFIDENCE WHEN YOU DEAL WITH THE ORIGINAL 


. aa a » ’ 95 Reade St., New York 13, N. Y. 
SAM CAMITTA & SONS charm gn 


Foremost Cash Buyers of Fine Shoe Jobs Since 1906 | 
© Compl Stoc 


Surplus Stocks ¢ Cl ks © Your Name and Brand Protected | 












CE 1-4898 CE 1-3762 





QUALITY SHOES SINCE 32 
“WHILE IN TOWN SEE WEIL" 


sem 








TO p D re) LLAR! WE BUY CLOSE OUTS, SHOE STORES 
FOR YOUR ODDS AND ENDS CLOSEOUTS croey LEASES ASSUNED 
By Ay B®, YOUR NAME PROTECTED MORRIS BAYROFF 
EDDY SHOE COMPANY B. & R. SHOE CORP. formerly with M & R Shoe Co. 
| 74 READE ST., NEW YORK 7, N. Y. 
sae es ote | | WORTH 2-6868 “ 157 DUANE ST., N.Y.C. 
Phone: LO 3-9533 RALPH VOGEL } Telephone REctor 2-4249 











Highest Prices Paid for 


— Complete Stores & Closeouts 
Leases Assumed 














10? PRICES 









| GM CASH FOR 








GM CLOSEOUTS MY HOBBY 
| Buying, Selling Shoes for 36 years 
SURPLUS SHOES | GM SURPLUS CASH TOP. PRICES 
COMPLETE STORES | MMI DISCONTINUED LINES HARRY HESS 
| 76 Reade Street New York 7, NM. Y. 
pelea te Bag fh a Be] COMPLETE STORES Telephone: WOrth 2-896! Beekman 3-767! 


then. . . quality men’s, 


Sea egies oncnyedl TOL ea 
MOSINGER-COHN No More Worries 


1235 Washington $1. Lovis 3, Mo 146 DUANE ST,N.Y.C. BE 3-7290 No Mere Cares 
























Viesese 


ia 





UANIAPNRRRRRRRR RM MweK ween Veeweweowor 
BARIS BUYS for CASH 
Quick decision on your offers of discontinued and 
surplus men's, women's and children's shoes. 
Also complete stores considered. 
Jobs in Fine Shoes From Fine Sources Since 1931 


19-81 Reade St. + Mew York 7,0. Y. + Tel: WOrth 2-5180 


LOUIS CAMITTA & SON 
91 READE ST., NEW YORK, N.Y 





P/Ririninfwjwiinjn 























WE BUY ARRONSON “SHOE STORES. 
Your BRANDED CLOSE ONT isk.c°** 
and DISCONTINUED P A ¥S M ORE ‘8. SABIN 5 ee 

101 DUANE ST. MY: 
SURPLUS STOCKS | | | ‘Svcvune's scons sooreons Tt 
Write or Phone LEASES ASSUMED FOR OPERATION 
LOmbard 3-2062 | NOTHING TOO LARGE OR TOO SMALL 
CAMITTA SHOE CO. George J. Arronson Associates | | Buy Savings Bonds 
120 Ne. 4th St. Phila, 6, Pa. ne es 2. ae NO HV. 
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MERCHANTS’ NEEDS 








PRICE TICKETS 
any assortment needed 
for Fall 7 Fall trims 


Unit Control Forms 
Peyrell & Seles Silos 


MERCHANTS SERVICE 


209 S. State $+., Chicago 4 


Samp 


International Shoe Holds 
Sales Clinic in New York 


New York-——A. H. Motley, president 
of Parade Magazine, in an address, 
“Making Advertising Pay Off For Your 
Store,” took 200 independent retailers 
by storm at the Hotel Statler. 

The retailers, representing the East- 
ern Seaboard from South Carolina to 
Maine, participated in a two-day Re- 
tail Merchandising and Sales Clinic 
conducted by the Merchants Service 
Division of the International Shoe Com- 
pany June 19 and 20. 

In a dynamic recital, which was the 
highlight of the second day of sessions, 
Mr. Motley cited numerous examples 
showing how a variety of American 
businesses had increased their sales 
dramatically by the use of elements he 
chose to call “taking a look” and “creat- 
ing the proper climate.” 

Mr. Motley contended there was 
nothing subversive in making people 
want something better than what they 
already had. He told the retailers 
that instead of deploring “a terrible 
state of affairs,” it would be far better 
for them to remember that nothing 
is done, comes to fruition or has a 
conclusion until something is sold. 

He asked his audience to take a look 
at their places of business because 
“it sells.” All the advertising in the 
world would help them relatively little 
without it. 

Little things were also important, he 
said, citing a personal experience in 
which, newly shod, he was shown a 
small mirror situated at the bottom 
of a column in a shoe store to see 
how the new shoes looked. Mr. Motley 
said the mirror was an example of 
the misuse of “little things.” He said 
he wanted to see how Motley looked 
with his new shoes on and castigated 
the shoe merchants for not having 
installed a full-length mirror. 

He told an audience that found his 
salty exchanges much to their liking 
that he still goes into some shoe stores 
where the clerk doesn’t remove both 
shoes. Evidently, he pointed out, no 
one seemed to care that his left foot 
was a bit longer than his right. 

Mr. Motley contended there was 
plenty of elbow space for the exploita- 
tien of local promotions. He urged 
the retailers to sell variety, comfort, 
style, fear of obsolescence and con- 
venience. 

He pointed out the phenomenal surge 
in sales volume wherever animated 
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displays were used and urged, in addi- 
tion to advertising in the local press, 
the use of tie-in advertising, displays, 
gimmicks, air conditioning and proper 
lighting. 

He defined “proper climate” as con- 
sisting of interest, enthusiasm and 
activity, with “frame of mind” leading 
the list. 

In its two-day program, the Inter- 
national Shoe Company tried to cover 
virtually every phase of retail opera- 
tion. Points stressed were the train- 
ing of sales personnel, advertising on 
both the local and national levels and 
the function of window displays. 

The high point of the Sunday ses- 
sions was a fashion show held in the 
Georgian Room of the Hotel Statler. 
It was conducted by Mrs. Marjorie 
Wilton, president of the Wilten Ad- 
vertising Company, and consisted of a 
showing of coordinated latest styles 
and colors of shoes for the entire 
family. 
International 
moderator. 

Others who spoke at the clinic and 
the subjects they covered were intro- 
ductions by W. N. May, director of 
the Merchants Service Division; Si 
Bland, general manager of Roberts, 
Johnson and Rand Division; F. J. Vogt, 
general manager of the Peters Division 
and A. D. Bickel, sales manager of the 
Friedman-Shelby Division. 

Also Oscar Wilkerson, Amos Parrish, 
Inc., “Plus Dollar Volume Plus Profits”: 
C. F. Nerlich, director of personnel, 
“Tomorrow’s Successful Merchant”: 
Lee Langston, executive director of 
the National Shoe Retailers Associa- 
tion, “What’s in the Future for Shoe 
Retailing”; Earl W. Dawson, Roberts, 
Johnson and Rand retailer, “My Suc- 
cess Story’; G. L. Combs, Peters Divi- 
sion Retailer, “Personalizing Your 
Store Pays Off’; S. J. Yeager, Fried- 
man-Shelby retailer, “Operational Con- 
trol,” 

D. R. Blount, director of sales train- 
ing, spoke on “What’s Selling’; A. L. 
Johnson, advertising manager of In- 
ternational Shoe, discussed advertising 
and display; A. L. Johnson, national 
advertising; C. A. Mueller, retail ad- 
vertising, and W. Sheppard, display 
workshop. 

James Watson, of James Watson and 
Associates, asked the retailers, “Do 
Your Customers Come Back?” 


Shoe Company, was 


Curtis-Stephens-Embry 
Sells Richland, Pa., Plant 


READING, Pa.—F. W. Curtis an- 
nounced that the Curtis-Stephens-Em- 
bry Company had sold its branch fac- 
tory in Richland, Pa., to the H. H. 
Brown Company, Inc., men’s shoe man- 
ufacturers of Worcester, Mass. 

All operations of the Curtis-Stephens- 
Embry Company have been consoli- 
dated in its main factory in Reading 
and all shoes formerly made in the 
branch factory are now being made in 
Reading, Mr. Curtis said. 





MERCHANTS’ NEEDS 








REBUILT ADRIAN X-RAYS _ 


Completely Renovated—Guoranteed 
all codes—Priced low—Terms. 
REPAIRS SAVE MONEY REBUILDING 
Tubes—Transformers—Timers—Screens. 
M. B. ADRIAN & SONS X-RAY CO. 
342 E. Ward St Milwaukee, Wis. 











Edgar Rand, president of the 


Accepted throughout the entire 

shoe industry as the most occu- 

rate and practical foot measur- 

ing device for proper shoe fitting. 
ALL MODELS $15* 


*Available at special cooperative price 
if ordered through certain shoe manufac- 
turers. For this list and full details write to 


BRANNOCK DEVICE CO 


New York 


THE 


Syracuse 3 





Wtals avo Ideas 


OR Youa 


NEWSPAPER, ADVERTISING 


—if youadvertisein newspapers 
write today for free samples of 


1. Sterling Shoe Mat Service 


An outstanding service of 
carefully written copy, photo- 
graphs and beautiful art work 
for direct mail and news- 
paper advertising. 

s 


Vincent Edwards Idea Clipping 
Service 


Actual newspaper tear sheets 
of ads of shoe stores; you se- 
lect the exact stores and 
cities you want to see or 
leave the selection to our ad- 
vertising staff. 


VINCENT EDWARDS & CO. 


World's largest advertising 
service organization 


342 Madison Ave. 
New York City 











Buy Savings Bonds 
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Allin 


Don't miss any of the copies of the BOOT 
AND SHOE RECORDER due you on your 
subscription! You have paid to receive 24 
copies a year and we want you to get all of 
them! When you fail to receive the RECORDER 
at your new address, it is because we do not 
have it or else you did not give us enough 
advance notice of your change of address. 


To avoid any chance of this happening to 
you, please take the following steps once you 
definitely know you are going to move. 


1. PLEASE NOTIFY US AS FAR IN AD- 
VANCE AS POSSIBLE. (Processing of stencil 





100 East 42nd Street 





RECORDER READERS!!! 





Please Address All Correspondence to: Circulation Department 


BOOT AND SHOE RECORDER 





Are you going to move 
or have you changed your 
address recently? 








changes takes from three to four weeks.) Do 
it now! 

2. AS SOON AS YOU DEFINITELY KNOW 
YOUR NEW ADDRESS, GO TO YOUR LOCAL 
POST OFFICE AND FILL OUT FORM 22-B 
(change of address card) 


3. PLEASE BE CERTAIN THAT YOU IN- 
CLUDE YOUR OLD ADDRESS (if possible, 


please write it exactly as it appears on your 


Recorder wrapper) AS WELL AS YOUR NEW 


4. PLEASE BE SURE TO INCLUDE YOUR 
POSTAL ZONE NUMBER. (This helps to facili- 
tate prompt delivery) 

















New York 17, N.Y. 
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Watch the light shine in a little girl’s eyes 


when she sees this shoe .. . or ask any mother! 


There's an ‘Alice in Wonderland” touch about this 
Little Misses shoe that will warm the heart of 

any young lady. A picture can't do justice to the 
fresh strawberry ice cream soda tint of the leather. 
But perhaps the ornamental stitching at the top line, 
ending in a tassel-like effect, will convey some of 


the festive ‘‘party’’ feeling of this little shoe. 


And the lasc? It’s a pump type with 

5/8 heel. Like all high style United lasts, 
it is extremely versatile your own 
stylise can work wonders with it. 
Available in Slide-O-Matic ? Naturally, 


UNITED LAST COMPANY 
BOSTON, MASSACHUSETTS 
Division of United Shoe Machinery Corporation 


eo 


Boot and Shoe Recorder 





401 AVOCADO 


jandoliers 


BY VOGUE SHOE 


COLONIAL TANNING COMPANY INC., BOSTON 11, MASSACHUSETTS WJ 





What line of boys’ shoes 
gives me 


More tor my money? 














For 34. years 
I’ve satisfied customers, , 5 7 
mothers and sons,with 2 @ 


America’s Most Popular Boys’ Shoes 
IN-STOCK to GERBERICH DEALERS | } 


) 





Rey, ' 
+. 


em. " 


GERBERICH-PAYNE SHOE CO. MOUNT JOY, PENNSYLVANIA 
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